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Gladys, the beautiful receptionist 


advertising are being discussed at 
the conventions, but she always 
thought the convention people had 
a pretty good time. 


. Vv ¥ 


Convention speakers should be 
urged to recall the experience of 
the successful evangelist who dis- 
covered that no souls are saved af- 
ter the first twenty minutes. 


7, = © 


Senator Capper points out that if 
you used a barometer instead of a 
thermometer on a Congressman, the 
reading would probably be, “Dry 
and windy.” 

vgy¥ey? 


People who wondered why Sally 
Rand wasn’t dated up for the New 
York World’s Fair have found out 
by this time that a fan in Flushing 
is excess baggage. 

vvy 


The only disadvantage of an air- 
conditioning system in a convention 
hall is that during the drearier por- 
tions of the program it’s harder to 
get to sleep. 


=e ¥ 


A manufacturer of aircraft wired 
an industrial advertising meeting 
in New York that he was unable 
to attend on account of flying con- 
ditions, but nobody hollered, “Get 
a ha,se.” 


7 we 


When Dorothy Lamour appeared 
at the AFA banquet in New York 
last week, she was without her sa- 
rong, but what’s so wrong about 
that? 

7, ww 


Eddie Cantor went out on a limb 
on his twenty-fifth wedding anni- 
versary by saying that a man isn’t 
married to a woman nearly as much 
as a woman is married to a man. 
Is that a blow for freedom of the 
hes? 

vvy 


Assistant Secretary of War Louis 
Johnson told an industrial audience 
last week about the educational or- 
ders which the government is now 
placing with manufacturers, and a 
number of publishers said they’d be 
interested. 


"Uv 7 


Gene Tunney was among those 
present at a luncheon devoted to 
“Industrial Preparedness for Secur- 
ity,” but somehow was not asked to 
explain the merits of a left hook 
as compared with a right cross. 


vgy¥ iy? 


Gov. Stark, of Missouri, went to 
New York last week to explain how 
he had put the Pendergast machine 
out of business and found the news- 
reel men right on the job. Now he 
knows he’s a national character. 


ive 


The chief complaint of the dele- 
Sates from the corn-belt to the AFA 
convention was that in the Waldorf 
the hardest thing to get hold of is 
a man’s size cup of coffee. 


 —_ A 


“The child’s ready impulse to 
hero worship” is recognized in the 
new code of the broadcasters. “The 
Lone Ranger” is just another tribute 
to Thomas Carlyle. 


Copy Cus. 


- Radio Program Code 


says she sees the social aspects of | 


| 


Comprehensive New 


Gets First Airing 


Provisions Will Be Sub- 
mitted for Approval at 
NAB Convention 


New York, June 21.—Sober recog- 
nition of the responsibilities facing’ 
broadcasters as well as radio adver- 

tisers was reflected this week in the | 
presentation of the new code of 
ethics of the National Association of 
Broadcasters. The code, which will 


convention in Atlantic City, July 
10-13, was discussed at a meeting 
of the association’s sales managers 
division here in conjunction with 
the AFA convention. 

The new basic code and the ac- 
companying standards of practice 
are of widespread interest to adver- 
tisers, especially those using news 
broadcasts, children’s programs, and 
those whose products are in the 
medical and proprietary classifica- 
tions. When adopted the code will 
be applicable both to networks and 
individual stations. 


Insist on High Standards 


Both Neville Miller, president of 
the association, and Edward M. 
Kirby, director of public relations, 
who led. the discussion of the code, 
told ADVERTISING Ace that the pres- 
ent draft is tentative, and urged 
advertisers and agencies interested 
in changes to submit their sugges- 
tions in writing for consideration 


saving time is ended for the year. 
In addition to broadcasters, a 
number of agency men were present 
at today’s meeting, and indicated 
keen interest in the code. 
The draft of the code opens with 
a statement of principles, in which 
(Continued on Page 27) 


Sinclair Launches 
Drive to Explain 


Gas Price Increase 


New York, June 22.—Sinclair Re- 
fining Company this week took 
large space in newspapers in 50 ma- 
jor cities to editorialize upon the 
benefits to industry in general and 
the oil trade in particular of its re- 
cent price rise of one-half cent a 
gallon in tank wagon. gasoline 
prices. 

In copy signed by H. F. Sinclair 
and headed “Have we started some- 
thing?” the company printed ap- 
proving messages received from a 
banker, a labor leader, a publisher 
and a steel maker. 

The advertisement declared: “I 
do not believe that 130,000, 000" 


(Continued on Page 25) 


DIRECTORY OF FEATURES 
Ad-libbing 


Getting Personal 
Information for Advertisers e 
Photographic Review 31 
Rough Proofs 
Voice of the Advertiser 


be offered for adoption at the NAB! 


| offered, they much prefer a smaller 
before the date of the convention. | gifferential 


The code will become effective, it is | retail rates. 
planned, Sept. 24, when daylight | 


Respect Consumer Rights But 


Merchandising Help 
of Newspapers 


Local - National 


ential Problems 
Hold NAEA Spotlight 


New York, June 21.—Criticism 
of the merchandising service offered 
by many newspapers came from 
both within and without the ranks 
of the Newspaper Advertising Ex- 
ecutives Association during its con- 
vention session here this week, to 
loom as one of the most significant 
of the many subjects covered by 
the group. 

William G. Palmer, vice-president 
of the J. Walter Thompson Com- 
pany, told the NAEA that newspa- 
pers have gone too far in offering 
so-called merchandising help, and 
disclosed that his agency had 
omitted consideration of such help 
in setting up space schedules for the 
past five years. 

Don U. Bridge, advertising direc- 
tor of the New York Times, ex- 
pressed a similar viewpoint, em- 
phasizing that while advertisers and 
agencies take such service as is now 


between general and 


(Continued on Page 26) 


Stern Relinquishes 
Control of the 
‘New York Post’ 


New York, June 22.—The long- 
rumored shift in ownership of the 
New York Post became a reality 
last night when George Backer, an 
American Labor Party member of 
the City Council, acquired control 
from J. David Stern. Mr. Stern will 
continue as a director and as pub- 
lisher of the Philadelphia Record, 
Camden Courier and Camden Post. 

Mr. Backer, who is 36 and a na- 


| 
Differ-. 
Also 


tive New Yorker, unsuccessfully op- 
posed Representative Bruce Barton 
(Continued on Page 25) 


Hold Sales Objective, 
Critics Ask Halt on 


CHOSEN BY AFA 


Norman S. Rose (right), newly chosen 

president of the AFA, chats with Mason 

Britton who was re-elected chairman of 
the board. (Story on Page 8.) 


F. D. R. Gets Bill 
for Postponement 


of Labeling Laws 


Washington, June 23.—The Presi- 
dent today had before him the Lea 
bill providing for temporary post- 
ponement of the labeling provisions 
of the federal food and drug act. 
Final action was taken on the bill 
in Congress this week when the 
House approved the conference re- 
port of the modified measure. 

As finally agreed to by Congress 
the bill provides for a mandatory 
extension of six months to Jan. 
1, 1940, of the labeling provisions 
which otherwise were due to be- 
come effective this week. In addi- 
tion to the mandatory extension the 
bill also directs the Food and Drug 
Administration to grant additional 
six month postponements to July 1, 
1940, in certain specific cases where 
compliance by Jan. 1, 1940, would 
be unduly burdensome on _ the 
manufacturer. 

This provision directs the Secre- 
tary of Agriculture to promulgate 
regulations to extend labeling dates 
for lithographed labeling which was 
manufactured prior to Feb. 1, 1939, 
for containers whose labels were 
lithographed prior to Feb. 1, 1939, 
and for containers which were lith- 
ographed, etched, stamped, pressed, 
printed, fused or blown all before 
Feb. 1, 1939, where compliance with 
the earlier labeling date (Jan. 1, 
1940) would be unduly burdensome 
by causing the loss of valuable 
stocks of such labeling or containers 
which do not meet the requirements 
of the new law. 


Last Minute News Flashes 


Staunton Resigns Post with 


Celotex 


Chicago, June 23.—LeRoy Staunton has resigned as advertising man- 
ager of the Celotex Corporation, a post he has held for three and one- -half 


years. Before joining Celotex, he was a merchandising counselor. 


He 


was formerly merchandising and advertising manager of Westinghouse 


Basic Business Index 28 | 
Coming Conventions 
Editorials . 


a 


Electric & Mfg. Company. 


_| Grange to Direct Alemite Advertising 


Chicago, June 23.—C. W. Grange will join Stewart-Warner Corpora- 
tion July 1 as advertising manager of the Alemite division, coming from 


| International Research Corporation. 


assistant advertising manager. 


For 12 years until 1937 he was with 


12\ the Chicago staff of Curtis Publishing Company. L. R. Light will be 


Boscow Promoted to Nash Sales Post 


Detroit, June 23.—A. R. Boscow, director of advertising and mer- 


22) _chandising of Nash Motors division, Nash-Kelvinator Corporation, for the 
12| past two years and before that associated with The American Weekly, 


was today named assistant general sales manager. The new Nash adver- 


Smal 
Bo 


ad 


| tising manager is Richard H. Grant, (not to be confused with the Gen- 
! | eral Motors vice-president of the same name) formerly active in the San 
1g| Francisco newspaper field. The appointments are effective July 1. 


ays AFA 


Emphasizes the Right 
to Continue Legitimate 
Creative Appeals 


AFA CONVENTION ROUNDUP 


Newspaper Merchandising 
Services in Limelight....... | 
Broadcasters Study New Code “ | 
Direct Mailers Talk Shop...... 7 
Set Rate for Crosley Car... " 2 
Norman Rose New AFA Chief “ 8 
Urges More Feminine News.. " 8 


Space Salesmen Help Macy's.. “ 26 
Geneva Heads Ad Executives 26 
Urges Regard for Consumers... " 27 
Big Town Thrills Essayists...... " 28 
College Boys Hear Celebrities “ 28 
Utilities Pick Hartzell. ia ae 
Camera Highlights ..... ca ee 


New York, June 21.—While de- 
claring that the desire of the adver- 
tising field is to cooperate with 
consumer groups and others in 
eliminating abuses in advertising 
and distribution, the Advertising 
Federation of America adopted 
strong resolutions at its closing 
session today affirming the right of 
advertisers, within the limits of 
honesty and decency, to employ any 
creative appeal which will sell 
goods at minimum cost. 

“Of all the obligations which ad- 
vertising owes the public,” the reso- 
lutions asserted, “the most impor- 
tant is that of sustaining at full tide 
the flow of goods from producer to 
consumer, upon which production 
and employment depend. 

“We believe that advertising is a 
bulwark of democracy in offering 
consumers the free choice of a wide 
range of merchandise for their own 
selection and defense against either 
monopoly or regimentation. 


Foe of Collectivism 


“Advertising is the mouthpiece of 
free enterprise in this country. It 
fosters a healthful competition be- 
tween makers and distributors of 
meritorious goods. It is therefore 
naturally the target for all those 
who prefer collectivism and regi- 
mentation by political force. It is 
being attacked insidiously by radi- 
cal elements both in and out of our 
government which are aiming, con- 
sciously or otherwise, to subvert the 
present order, convert the Ameri- 
can way into ways of alien and sin- 
ister origin.” 

This ringing defense of free com- 
petition and individual enterprise 
reflected the wide range of discus- 
sion of consumer movements and 


(Continued on Page 25) 


License Period 
of Broadcasters 
Extended to Year 


Washington, D. C., June 22.—The 
constant pressure under which 
radio stations have long labored be- 
cause of the six-month license 
period was relieved somewhat today 
when the Federal Communications 
Commission lengthened this period 
to one year, effective immediately. 

The Communications Act of 1934 
provides that the maximum term 
for which a license may be issued 
shall be three years and the Na- 
tional Association of Broadcasters 
has long contended that there is no 
logical reason why the FCC should 
not issue licenses for this period. 
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Re Here’s more important news from building, industrial power sales, bank 

. , , 

; Detroit: At a recent meeting of the debits, bank clearings and many other 
Automobile Manufacturers’ Association divisions of business and you will get 
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ADVERTISING AGE 


June 26, 1939 


Standard Brands Is 


Loser in 3-Year 
Contest with FIC 


Washington, D. C., June 20.—The 
Federal Trade Commission closed 
its extended argument with Stand- 
ard Brands, Inc., and Standard 
Brands of California this week with 
an order barring alleged price dis- 
criminations on the sale of bakers’ 
yeast held in violation of the Rob- 
inson-Patman act. 

Standard Brands’ reaction to the 
order was a statement issued by 
Thomas L. Smith, president. He 
said, “It appears to us of vital im- 
portance to industry in general that 
a judicial determination of the is- 
sues in this case should be ob- 
tained. If our preliminary under- 
standing of the decision is con- 
firmed, it is probable we will ap- 
peal the case to the courts.” 

The complaint was originally filed 
by the FTC in November, 1936, and 
hearings have been held at frequent 
intervals since then. The original 
charges included foil or household 
yeast, but that part of the complaint 


relating to this product was dropped | 


by the FTC in January this year. 
The basic argument between the 
FTC and Standard Brands has not 
been on the existence of price dif- 
ferentials but rather upon the val- 
idity of such differentials with re- 
spect to the Robinson-Patman act. 


Cite Extra Sales Cost 


Standard Brands admitted exist- 
ence of the differentials but claimed 
they were justified on the basis of 
extra sales and delivery costs. The 
company also emphasized that the 
small baker, which the FTC indi- 
cated was being discriminated 
against, had profited by Standard’s 
assistance in advertising, technical 
guidance and sales training. 

The FTC, in brief, rejected con- 
tentions of a “Report on Examina- 
tion of Costs of Sale and Delivery 
Applicable to Bakers’ Yeasts,” hold- 
ing that the arguments and figures 
advanced in this study were “in- 
sufficient to rebut the evidence of 
unlawful discrimination.” 

The order reads in part: 

“The Commission found that the 
respondents’ differentials in price 
in the sale of bakers’ yeast were not 
based on the quantities actually 
purchased by customers, but upon 
their estimated monthly require- 
ments from all manufacturers, 
whether purchased from the re- 
spondents or from others. 

“The order prohibits price dis- 


crimination between different pur- 
chasers of bakers’ yeast of like 
grade and quality by sales at dif- 
ferent prices based on the total 
quantity or volume 


unjustifiably injure competition. 
Forbids Price Discrimination 


“The order specifically forbids | 


the sale of bakers’ yeast at different 
prices based on the total quantity 
or volume purchased or required 


monthly by respective purchasers, | 


as set forth in the respondents’ 


price scale (designated as Schedule | 


A) for customers in the East, Mid- 
dle West and Pacific Coast areas. 

“The order further prohibits price 
discrimination between different 
purchasers of bakers’ yeast of like 
grade and quality by means of 
price differences resulting from sell- 
ing to a single purchaser at prices 
based upon the total quantity or 
volume purchased (whether from 
the respondents or from any other 
source) during a period of time 
irrespective of the quantities or vol- 
ume delivered to the _ separate 
plants, factories, bakeries or ware- 
houses of such purchaser, where the 
discrimination produces an effect 
prohibited by the Robinson-Patman 
act.” 


Here’s 


Detroit in May— 


+++ In Detroit 


Everything Is 


What Happened in 


Advertisers Can Cover 
the Detroit Market Adequately 


With The News Alone! 


purchased | 
(whether from the respondents or 
from any other source) over a pe- | 
riod of time by the respective pur- | 
chasers, where the effect may be to | 


it was announced that:— 

+ May was the seventh consecu- 
in tive month that factory sales of 
passenger cars and_ trucks 
showed an increase over the 
corresponding month of the 
previous year! 


mint 
ore) eo 


+ Also, the month of May, strikes 

and a holiday notwithstanding, 
aes saw deliveries of passenger cars 
= and trucks in Detroit and 
nc lelis, Wayne County reach a figure 
mo three-and-one-half times as 
great as that for May, 1938! 


Add to these 
significance of healthy plus indicators in 


important 


factors the 


a thrilling view of the tremendous activ- 
ity that is now taking place in Detroit. 


And remember—the Detroit Market 
can be covered adequately with The 
Detroit News alone! For 63134 of 


ALL Detroit homes taking any weekday 
newspaper regularly take The News. 
The News, also reaches 69‘, of 
all the 


7% 


alone, 


automobile owners of Detroit; 
; of all the homes having telephones, 
and 88‘, of all the 


single homes valued at $10,000 and up. 


owner-occupied 


Get into the Detroit Market now by 
getting into The Detroit News. Spend 
your advertising dollars where you will 
vel more hack. 


ee The Detroit News 


New York: I. A. Klein, Inc. 


Street car passengers. 


THE HOME NEWSPAPER 


Chicago: ]. E. Lutz 


QUINTS FOR S-W 


| 


00- 


MADE EXCLUSIVELY BY 


STEWART-WARNER 


xyaee the most unusual radio charm the Quints add to this littl: 
sn years! Actually emailer than beauty. And you'll be amazed at th 
. At phone--yet « real big-mee performance of this Mi sghry Mite o 
Radio! Not ¢ toy, despite its size ~ 
it olfere you reception superiors t 
ermatcheble by esclausive, official many a sacio two to theee times & 
pleteures of the tamoe es Diosoe big... yet can be carried im the pale 
Quiats in full color! of your head, o: tucked sto oa 
You li be captered instantly by the corner of « traveling bag! 


* 6-Tube Performance 


Rewer Warner Comp enciusive loenses om readin 


Stewart-Warner Corporation has ob- 

tained the services of the Dionne quints 

in merchandising a new line of small 

radio sets. The famous sisters will ap- 

pear in an intensive newspaper cam- 

paign which has been planned for Sep- 
tember and October. 


Direct Mailers 
Get Tips from 
Display Field 


New York, June 21.—Brass tacks 
talks, generously interspersed with 
questions and comments from the 
floor, featured the all day session of 
the Direct Mail Advertising Clinic 
held at the Waldorf here yesterday 
in connection with the AFA conven- 
tion. 

L. Rohe Walter, advertising man- 
ager, The Flintkote Company, New 
York, presided at the morning ses- 


sion, at which speakers’ were 
Thomas Quinn Beesley, National 
Council of Business Mail Users, 


Washington, D. C.; James T. Man- 
gan, advertising manager, Mills 
Novelty Company, Chicago; George 
Danforth, sales consultant, Boston; 
and Jack Carr, direct mail expert 
of Lutz, Fla. 


Gonda Advises Subtlety 


At the afternoon session, presided 
over by James Blackburn, circula- 
tion director, McGraw-Hill Pub- 
lishing Company, Francis T. Gonda, 
vice-president, Einson-Freeman 
Company, led off with an exposition 
of the uses and functions of dis- 
plays, 
points 
| various advertisers by his company. 


the display field, Mr. 
serted, enumerating 
display technique which he said 


mail. 
today,” he said, “ 
|drama and less 
land what window display 
|most is putting more ‘show’ 
show window.” 


| Other speakers at the session, dis- 
|cussing the use of direct mail as a 
as an aid in 
| cooperative effort, and as a research 
Ohio 
Company, 
Ladd, United 
|States Building and Loan League, | 
and Leonard J. Raymond, 


lsalesman stimulator, 


|} tool, were Arthur W. Theiss, 
| National Life Insurance 
| Cincinnati; John W. 


| Chicago: 
| Diekie- Raymond, Inc.. 


| To Caldwell- Baker 


| Gene Lacy, formerly 
Indianapolis Times, 
|\layout department of 
Boker Company, 


Boston. 


with the 


agency. 


— 


Linage Rate on 


Crosley Car Draws 
NAEA Resolution 


New York, June 21.—The News. 
paper Advertising Executives As- 
sociation, in a surprise move at its 
closing convention session here to- 
day, adopted a resolution recom- 
mending that advertising of the new 
Crosley car being sold through de- 
partment stores be charged the 
automotive instead of the retaij 
rate. 

The convention went on record to 
this effect only after considerable 
discussion, in which it was brought 
out that it would be a dangerous 
precedent to accept automotive copy 
even from a department store ad- 
vertiser at the retail rate. 

The problem is already confront- 
ing newspaper advertising man- 
agers in at least three cities, New 
York, Newark and Baltimore. It is 
expected that other stores in the 
rest of the major cities will be 
named Crosley agents, with the re- 
sult that newspaper executives in 
those markets will face the same 
dilemma. 


Fear Precedent 

The resolution read: “It is the 
recommendation of the Newspaper 
Advertising Executives Association 
that the general rate for new car 
automotive advertising be charged 
for that class of advertising regard- 
less of by whom placed.” 

It was brought out that the issue 
is broader than what to charge 
Crosley agents alone. One member 
suggested that perhaps department 
stores might some day start selling 
and advertising theater tickets, and 
should a precedent be created by 
permitting Crosley copy to run at 
local rates it would then be impos- 
sible to charge the amusement rate 
for ticket advertising by department 
stores. The convention also adopted 
a resolution asking that a copy of 
the resolution on the automotive 
rate be sent to every newspaper in 
the country. 


CROSLEY NAMES GIMBEL’S 
AS PITTSBURGH DEALER 


Pittsburgh, June 22.—Gimbel’s 
department store here has_ been 
appointed exclusive distributor for 
the new Crosley midget car, it was 
announced today. This report fol- 
lowed the earlier announcement of 
the company’s intention to sell its 
cars through this type of outlet. 

Gimbel’s will set up a new de- 
partment to handle the sales and 
merchandising of the new car and 
has employed _ specially trained 


in which he illustrated his | 
with displays produced for | 


Direct mail can learn much from | 
Gonda as-| 
12 points of 


could be effectively used in direct 
“What direct mail needs most 
is more and subtle | 
bald ‘directness,’ 
needs 
in the| 


has joined the 
Caldwell- 
Indianapolis 


| salespeople for the task. The sales- 
| room is to be located on the roof of 


| the store. 

| Retail price on the car will be the 
same as Crosley’s f. 0. b. price, $325, 
plus usual freight and tax charges. 
No used cars are to be taken in on 
trade for the time being. 


To Simons- Michelson 

Detroit Suspender & Belt. Com- 
pany has placed its account with 
Simons-Michelson Company, De- 
troit. 
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1600 WATTS © 1530 KiLocYCLES 
DE “PLUG” KENDRICK LL “JAKE” JAQUIER 


: 


“3 ee Pe 
%y Si ONIE: ! 
. LT aPC AE OE 
| 5 TWEVRE Wy, eee Ss 
| SS gu gees Pe ee 
sa Le QUINTS xn 
‘or ee ee |. pe 
ie Ree a a %% \ , : ae 
s | @ ae 
a PC et i wee 
pane a3 f , tie 
ir ? Ce he | 
—" 
ae ; 
7 
ae 
saa | 
* Genuine AC-DC Superhet es | 
: * Built-In Antenna 
* Dynamic Speaker — Automatic Volume Control | 
Other Exclusive QUINTS* Models 
i ee g, SS : P | 
« ee scarp arts Nee | 
Be sh with (theral Quint preteres 
q 
gL er : 
3 eee EE 
ei F 
eu | : 
"i e over ey May 2” ; 
* a creas 20 
<< iy Of In 13 May  - 
he 6 MO + 32 og 
er May _ 34 62 ~ 
—  - 4 4 
: + 4 ¥ A6 344 a 34 ‘ 
ee oe 3 + 9 
. 2 ae om 397 ae 
— . owe ° a \ - 11 | 
a austtial P e auctio™ on 222 11 “7 > A, \\ 
oe on - t T 4 * 
ee” ee Av get Cat bs 32 4 \ 24 51 
* a “a passe™ es gael BY \ 6 \ a 
oo i passene oe 4 ae 
a VA?” petits ae ie Wn OM 
ie ca Bank “ads ats EE 
oe ee eat ine . ag per™ Qin 
= te ank C yildins GEE 
5 BA Value © Pe” - 
| ke ee ee 
_—. 
e 
| -_ o fix ° \ 
a | cere 80 Recut 
Fick 107 irket- 
dst’ m 
= lia aiid afiord 
e met a ertiset cyte | 
No® 8 o0* viene 
io ov a ave Cny j 
eo Kansas 
= yw v ,erare® {ot 7 
- Mar™ yours : 
e ee ke’ 
| lt 
g a Radio Station 
| | | 
ee Pe 
€ 
P es 
a | 
he St. 
. % oe 
A r ” r , . , ; . , <4 7 
ae tepaaget » age <J ¢ ig dic: = ’ egal . ; : i 7 f : + nee tee bee aS Me, : es w- Te: 
a iy im _ . . o # ’ s; Jia! L ; ° PP ae $ Fini jae : 


oe @® 


rae ee DF ee SG ELTG ee S 


~ © 


Se, ee, ee ee | 


ee  ... ie Aa. ue 


June 26, 1939 


ADVERTISING AGE 3 


Citiet © ne ore Cat 
olaret ene ae 
_—~, 


— a 


3 bn. Cannel 


Cincinnati 


The president of a large department store in 
Cincinnati wrote, “We have for many years 
found it productive to advertise in The Christian 
Science Monitor. We know from past experi- 
ence and from sales checks handed to us each 
month that Monitor advertising is worth while.” 

Another Cincinnati advertiser reports, “In 
completing our fourth year in business we wish 
to expresss our appreciation for your fine co- 
operation in handling our advertising during 
this period. We have found in checking our 
advertising that The Christian Science Monitor 
was one of our best mediums.” 

“For the past ten years,’ wrote the general 
manager of another Cincinnati store, ‘we have 


(Names of advertisers qu 


The Christian Science Monitor 


retailers advertise in 


been a constant advertiser in The Christian 
Science Monitor. During that period of time 
we have tried several so-called class publica- 
tions and have dropped every one of them 
except the Monitor.” 

These fine results from Monitor advertising 
are not unusual. Merchants in more than 800 
cities in the United States regularly place their 
advertising in the Monitor — because it is 
profitable. 

Monitor readers are unusually loyal to 
Monitor advertisers. Evidence of what that loy- 
alty means to those advertisers will be given 
interested executives upon request being made 
to any Monitor office. 


oted will be given if requested ) 
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THE CHRISTIAN SCIENCE MONITOR 
A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 
NEW YORK OFFICE: 500 Fifth Avenue OTHER SRANCH OFFICES: Chicago, Outen: dhtoed, . Leia Kansas City, Son Francisco, Los Angeles, Seottle, 
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Grocers Petition 
Congress fo Probe 
A & P ‘Monopoly’ 


Investigation Is Called 
More Satisfactory Than 
Destructive Tax 


Kansas City, Mo., June 22.— 
Marking the latest aspect of the| 
battle between independent retail-| 
ers and chain store operators, a 
resolution asking Congress to make 
a thorough investigation of the | 
Great Atlantic & Pacific Tea Com-'! 
pany gave the final session of the! 
National Association of Retail Gro-| 
cers a sensational, though not un-| 
expected, turn today. A statement | 
circulated during the early stages | 


line of attack, charging A&P with | 
monopoly. 
Though the legislative committee | 


enacted. The association voted to 
rush expansion of its “Trade Inde- 
pendent” campaign, regarded as a 


far more potent weapon than legis-— 


lation. It also pledged enthusiastic 
support to the stamp plan of the 
Federal Surplus Commodities Cor- 
poration. 

While a number of other resolu- 


, tions found their way into the rec-| 


ord, interest centered on the mon- 
opoly charge preferred against A&P. 
The document outlining the reason- 
ing of the NARG said in part: 


Chain Purchases Cited 


“If a monopoly 
tribution 
stamped out. 
ciation adopted an anti-monopoly 
resolution last year. President 
Roosevelt had signed a Senate reso- 
lution authorizing a thorough in- 
vestigation of monopolistic prac- 
tices. We endorsed this action and 
this investigation is now in progress. 
It is asserted that certain chain 
stores are guilty of monopolistic 
practices in making purchases. 


exists, it should be 


effect should be placed before the 
investigating committee. 
“The St. Louis Grocer’s Associa- 


of the association had recommended | tion has recently requested the Fed- 
support of the Patman anti-chain| eral authorities to investigate the 


bill, the sentiment of the association | 


practices of a certain large chain 


was that this measure cannot be! organization. NARG is supporting) 


in a food dis-| 


The National Asso- | 


If | 
of the convention urged this new| that is so, any evidence to that! 


This blessed event furnishes an appealing copy theme for current Borden's Farm 


Products’ posters. R. H. Webb-Peploe, 


| the St. Louis association in its re- 


quest and urges all affiliated asso-| 
ciations and individual members to | 
support this appeal by requesting | 
the support of their Senators and) 
Congressmen for this investigation. | 
This is a far more intelligent ap- 
proach to the problem than the 
support of a proposed destructive 
tax, impossible of enactment.” 

The association asked, in another | 
resolution, federal aid in collecting) 
relief credit food accounts. It con-| 
demned state laws creating trade) 
barriers, and demanded compensa- 


“It’s the Old Oil’—But $68,000,000 Worth! 


sas” 


KFH Airea. 


THIS LOOKS Most of the oil-royalties and wages are 
LIKE THIS ml ge in the KFH primary tisten- ; 
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KANSAS IS OIL WEALTHY—the value of crude alone 
from Kansas pools last year was $68,000,000. 
the KFH Airea is oil-wealthy—for far and away the 


largest volume of oil is produced right where KFH is 
Number One listeners’ choice. 


$68,000,000 income derived from oil; $215,- 
000,000 from farm erops—and Wichita is Kan- 
center for both these industries! 
Wichita’s payrolls, from manufactures rang- 
ing from aircraft to oil-well equipment—and 
it’s easy to see why it pays to sell hard in the 


Oh yes!—while we're speaking of oil wealth, 
let’s not forget the 17 high-income Oklahoma 
counties for which KFH is the principal radio 
They, too, buy the products they 
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NEWS EVEN FOR WALTER WINCHELL 
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vice-president in charge of sales, was 


tion for handling empty containers. | 
It rapped the drug trade for seeking | 
to create artificial restrictions in the | 
sale of proprietary medicines and | 
endorsed descriptive labeling as op- 
posed to grade labeling by canners. 
It also urged passage of legislation 
which would prohibit entry into the 
United States of tropically produced 
refined sugar. 

Another resolution urged uniform 
federal and state laws to protect the 
distributors’ interests. This resolu- 
tion said in part: 

“The economic existence of many 
independent retail grocers is made 
possible by merchandise sold under 
the labels of well known distribu- 
tors, in which brands are reflected 
hundreds of thousands of dollars 
worth of advertising and good-will, 
redounding to the benefit of distrib- 
utor and retailer alike.” 


Wage Earners 
May Be Included 
in Stamp Plan 


Kansas City, Mo., June 21.—Pri-| 
vately employed, low income groups 
may be included with WPA workers | 
and those on relief and pension rolls | 
in the Federal Surplus Commodities | 
Corporation’s stamp plan, Milo Per- | 
kins, FSCC president, said here | 
today. The extension under con-| 
sideration would include earnings | 
up to $20 per week. 


Sweeping U. S., 
Grocers Are Told 


Kansas City, Mo., June 20.—The 
“Trade Independent” campaign 
fostered by the National Association 
of Retail Grocers has gained so 
much momentum that it promises to 
become the greatest single weapon 
of the independent in his unceasing 
battle with the chains and mail 
order companies, Gerritt Vander 
Hooning, president of NARG, told 
5,000 members assembled here for 
their annual meeting. 

Green Bay was the first city to 
give a practical demonstration of 
the efficacy of the campaign, Mr. 
Vander Hooning said. Two hundred 
retailers, including 50 in 28 other 
lines of business, as well as 150 
grocers, enlisted for the campaign 
and pledged fees of from $1 to $25 
per month. The Green Bay news- 
paper campaign swung into action 
June 7 and radio will be added 
July 1. 


Expand Campaign Plans 


Cincinnati was the first metropo- 
lis to raise the “Trade Independ- 
ent” banner, Mr. Vander Hooning 
explained. No less than 700 stores 
have already signed up, plans pro- 
viding for enlistment of 300 more 
before the advertising actually gets 
under way. No difficulty is ex- 
pected in completing arrangements 
and starting copy by July 1. 

Cities which have completed their 
organizations and have either begun 


_advertising or will do so in the im- 


mediate future are Madison and La 
Crosse, Wis., Grand Rapids, Mich., 


|Decatur, Ill., and Nashville, Tenn. 


Seventy-five other cities of various 
sizes have plans and units partly 
mobilized and Mr. Vander Hooning 
hazarded the opinion that at least 
300 local campaigns will be in full 
swing by the end of the year. 


Adopt New Methods 


Experiments caused the association 


|to make a number of modifications 

Although no definite conclusions | in the original strategy, the chief 
can be drawn from the FSCC’s first} one being to abandon the self-or- 
six weeks of operation of the plan | ganizing idea and place experienced 
in Rochester, N. Y., it has proved | crews in the field to get the ball 
basically sound and has found grow- | The plan of financing 


W~|to rolling. 
ing acceptance on all sides, he said. | the advertising through wholesalers 


Mr. Perkins gave these facts on|has also been changed, the central 
the oem weeks of operation: The | jocal organization handling this 
grocer’s mark-up or profit on sur-| work. While a separate “Trade In- 
plus commodities is less than the | dependent” campaign is launched in 
former cost of distribution of these newspapers of each city, the regular 
goods. Low income groups are more | advertising of participants also car- 


| food conscious than was anticipated. 


Fear of switch from packaged to | 
unpackaged goods has proved 
groundless. Many more stamp pur- 
chasers use their maximum of $1.50 
of stamps per person per week than 
the minimum of $1 per week. 
Families which purchased $8 worth 
of food the initial week of the plan, 
bought $10 worth during the sixth 
week. A better way is needed and | 
will be found to distribute the | 
stamps. About 6,500 of an eligible! 
8,500 in Rochester are using the | 
stamp plan, with each period show- | 
ing an increase over the preceding | 
one. 

Mr. Perkins explained that pro- 
jection of the plan in terms of 
actual cash and increased markets 
for advertisers in the food field can- 
not be gauged accurately at this 
early stage, but predicted that if the 
plan finds the same acceptance all 


over the country that it has met in 
Rochester, 15,000,000 consumers will 
ultimately participate. Based on| 
this assumption, some $400,000,000 | 
additional in cash would be paid 
annually to the food industry. | 

Success of the plan may permit a 
similar experiment with cotton 
goods, Mr. Perkins said. 


Rankin Named for Tours 


The Traymore Hotel, Atlantic 
City, has named William H. Rankin 
Company, New York, to handle 
promotion of its tours between New 
York and Atlantic City. Copy will 
feature Atlantic City as a deep sea 
fishing resort as well as a seaside | 
resort. 

| 


ries this slogan. 

NARG will also endeavor to 
strengthen interest of retailers out- 
side of the grocery field by work- 
ing through their respective na- 
tional associations. The “Trade 
Independent” campaign will be ex- 
plained at every important conven- 
tion of qualified retailers during the 
coming summer. 


‘Trade Independent’ 
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Everybody's Weekly is the Magazine Sec- 
tion of The Philadelphia Sunday Inquirer. 
A.B.C. circulation 1,050,770. Seven col- 
umn standard page: 1,904 lines. 


Most newspaper groups of Sunday maga- 
zines or supplements have deficient or 
negligible circulation in the Philadelphia 
market. The Sunday Magazine section of 
The Philadelphia Inquirer will round out 
your coverage ...and head up your list. 


Everybody's Weekly offers better than 
50% family coverage of the 45-county 
Philadelphia area. More than 84% of 
Inquirer circulation in this area is urban. 


No list or group is complete which fails 
adequately to cover America’s THIRD 
LARGEST market. In this 45-county mar- 
ket there are 12 cities of 50,000 population 
or more. Sunday Inquirer family cover- 
age in these cities exceeds 58°,. 


RATES 
Black & White, per line ______--- 
Pe GE. canedtinencwnicl 


ee 
° , . 
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Che Philadelphia Mnguirer 


AN INDEPENDENT NEWSPAPER FOR ALL THE PEOPLE 


OSBORN, SCOLARO, MEEKER AND COMPANY, REPRESENTATIVES 
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AN EDITORIAL. PREPRINTED FROM THE JULY ISSUE OF PRACTICAL BUILDER 


Automobiles Cost 


Too Much 


Tue last few years have brought an 
increasing number of critical blasts leveled at the building 
industry. Only recently one of these attacks appeared in 
Collier’s. It is a perfectly safe industry to attack because it 
is not integrated and has no spokesman to resent criticism. 

‘“‘Building costs are too high” has been the perpetual 
lament of critics who, all too often, just don’t know what they 
are talking about and just don’t understand building. 

Yes, building does cost too much. So do automobiles, 
and refrigerators, and sewing machines, and a host of other 
things. There are still millions of people who cannot afford 
to own these products just as they cannot afford to own new 
homes. 

So they cost too much — for those people. 

Nobody expects the automobile industry to provide a 
new car for every family in the country. Why should the 
building industry be expected to provide a new house for 
every family? All that the building industry can be expected 
to do is to put forth its best efforts to produce better and 
cheaper homes. 

And this has been done. Homes are much better and 
much cheaper today. 

While it irritates me to see these constantly repeated, 
unintelligent criticisms of the building industry, I think we 
in the industry should be willing to admit that there are some 
things that should be corrected. One of these is the rackets, 
particularly in the labor unions, which are operated in some 
of the large metropolitan areas. 

Just recently Thomas E. Dewey cracked down on New 
York City’s electrical racket which is said to have exacted a 
toll of ten million dollars in recent years. 

Regulation by unions of the worker’s daily output and 
resistance to the use of time saving methods and equipment 
are wrong and add a great deal to costs. 

High taxes, another thing over which the building 
industry has no control, contribute materially to the cost of 
home owning. 

Here is worth while game for the snipers to shoot at. 
These are the things that have put building in a bad light. 
They are by no means universal and where they do not exist 
there you will find building going on today. 

Just for instance: 

In May there were under construction in Queens, Nassau, 
and Suffolk Counties (Long Island) 4600 homes. At the 
same time, in Westchester and its five adjoining counties 500 
homes were under construction. 

Westchester enjoys (?) high land values, high taxes, 
and strong labor union domination. Long Island has reason- 
able land values and taxes and no union problem to speak of. 

Write your own moral. 

As an industry, let’s stop hiding our head in the sand 
ostrich-wise. Let’s resent unjust criticism and at the same 


time point out some of the real culprits that need to be brought 
to book. 


Editor-Publisher 


PRACTICAL BUILDER 


59 E. VAN BUREN ST. CHICAGO 


Grocers Support 
Anti-Chain Bill 


| tinue 


Despite Warning 


Favor Unfair Sales Acts 
Rather Than Price 


Maintenance Laws 


Kansas City, Mo., June 21.—Past 
and future legislation engrossed the 
National Association of Retail Groc- 
ers at its annual convention here 
today. Though Edward M. Synan, 
of Pottersville, Mass., chairman of 
the association’s legislative commit- 
tee, spoke a few kind words for 
chain stores, holding them to be a 
stabilizing influence, the remainder 
of his committee failed to agree 
with this generous view, 
mending to the NARG that it con- 
its support of the Patman 
anti-chain bill. Other speakers 
also warned of possible public reac- 
tion to persecution of chains. 

One speaker gave a detailed 
analysis of the Robinson-Patman 
Act, said to have reached many of 
the objectives for which it was con- 


tions under unfair sales acts, which 
place a ceiling under food prices, 
was given. While results have been 
equally happy in Ohio, which food 
manufacturers are using for a test 
of price maintenance, it was con- 
ceded that at the moment, at least, 
there appears to be little prospect 
of extension of minimum prices to 
other states. 


Lauds Sales Act 


Mr. Synan reported that the un- 
fair sales act of Massachusetts, pro- 
viding for a minimum markup on 
every product handled by retailers, 
has completely eliminated loss 
leader selling. 

“Even large operators who for 
years relied on this practice to 
create store traffic have found that 
they fare better under the unfair 
sales act than under their former 
methods,” he said. “While their 
sales have declined, their profit has 
increased. The result from the 
viewpoint of the independent retail- 
er has been equally satisfactory. 
Business has returned to the neigh- 
borhood store. 

“The unfair sales act is the ideal 
one from the viewpoint of the small 
dealer because it removes some of 
the destructive elements from busi- 
ness without taking away its com- 
petitive factors. Real merchandis- 
ing is substituted for mere price 
juggling. Under the benevolent rule 
of the Massachusetts unfair trade 
act, grocers are paying their bills 
promptly and spending money for 
new fixtures and sales promotion.” 

The fair trade act, which has been 
a law in Massachusetts since Au- 
gust, 1937, has failed to benefit the 
food trade, Mr. Synan said, since 
few manufacturers have taken ad- 
vantage of its permissive rights. 
Discussing the Patman anti-chain 
bill, he said that the grocers of his 
state, at least, feel that they can 
| compete on equal terms with chains 
}or any other type of outlet. 
| About 400 of the 3,626 chain 
stores formerly operating in Massa- 
|chusetts, he said, have been con- 
| verted into super-markets. 
they remain an important factor in 
the grocery trade, Mr. Synan ex- 
pressed the opinion that their total 
share of the business, despite their 
adoption of new methods, has dim- 
inished. 


not our worst competitors, 


a stabilizing factor,” said he. “We 


| bill which will equalize the tax 
burden, but we believe that taxation 


|for destruction is un-American. 
However, the Massachusetts repre- 
sentatives yield to the consensus 
;and will accordingly make a unani- 


| mous recommendation to the NARG 
that it support the Patman bill.” 


Barbanell with Klaver 
Walter Barbanell has joined J. R 
Klaver Agency, New York, as art 


director. 


recom- | 


While | 


: 
“We have found chain operators | 
but | 
rather in some instances, at least, | 


have no objection to a chain store| 


SERIOUS CONVERSATION 


Henry F. Grady (left), 
Commission, and George Slocum, retiring 
AFA president, occupy the center of the 
speakers’ table at the AFA luncheon. 


U. S. Tariff 


Roosevelt Gives | 
Advertising a 


Hearty Sendoff 


ceived. A glowing report of opera- | 


New York, June 22.—Cooperation 
among industry, labor and govern- 
ment was stressed at the opening 
session of the convention of the 
Advertising Federation of America 
at the Waldorf-Astoria Monday. 
President Roosevelt contributed a 
hearty endorsement of advertising 
to the discussion. 

Mason Britton, chairman of the 
board of the AFA, read the Presi- 
dent’s greetings. 


Text of Greetings 


“IT send hearty greetings to the 
annual convention of the Advertis- 
ing Federation of America,” the 
chief executive wrote. 

“Advertising by helping in the 
distribution of goods produced can 
be an immense aid in stimulating 
and maintaining production; and 
only through the continuous spread 
of purchasing power can either 
advertising or production be justi- 
fied. 

“Thus purchasing power, produc- 
tion and advertising are interde- 
pendent and stand or fall together. 
I believe that in just such meas- 
ure as your convention recognizes 
this interdependence its delibera- 
tions will promote general pros- 
perity and the happiness and se- 
curity of the greatest number.” 


Gives Keynote Address 


The keynote address was deliv- 
ered by Paul Garrett, director of 
public relations of General Motors 
Corporation, who was followed by 
Matthew Woll, vice-president of the 
American Federation of Labor; Dr. 
Henry F. Grady, vice-chairman of 
of the U. S. Tariff Commission, and 
Walter B. Weisenberger, executive 
vice-president of the National Asso- 
ciation of Manufacturers. 
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“The Autobiography of a Market” 


is a study of New York homes ...a story that no one person could write. The 
cooperation of thousands supplied the facts about one of America’s great 
markets, now revealed—close-up—for the first time. Any New York 
Herald Tribune representative will tell you how the information was 


gotten, why it is accurate, and what it contains that is of direct value to 


you in selling at a profit to those who consume more in Greater New York. 
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More Feminine, 


Less War Stories 
Held Vital Need 


New York, June 22.—Interesting 
suggestions on how newspapers 
might change their editorial! poli- 
cies to serve readers and advertis- 
ers better were advanced by two 
retail advertising leaders during 
the convention sessions of the AFA 
which came to a close today. 

Walter Hoving, president of Lord 
& Taylor, told the gathering that it 
might be a good idea if al] news- 


Jockey F. Scheihing, lead- 
ing rider at the Ak-Sar- 
Ben track in Omaha, is in- 
terviewed by John J, Gil- 
lin, Jr. WOW manager 
and chief narrator of the 
race meeting for 
WHEATIES, “Breakfast 
of Champions,” a product 
of General Mills, Inc. 


wow ° 


. | 
paper editors left town for the sum- | scarves and other feminine apparel, | dress and that the newspapers had 
mer and allowed their wives to edit | and would even now be scrutinizing | covered that subject with the em- 


the papers in their stead. Then, he 
| suggested, more news of the kind 
_that interests women would find its 
way into the papers. 

| “Why is it,” he asked, “that so 
little news about merchandise and 
\fashion appears in the newspapers? 
Is it because newspapers are still 
written and edited by and for men, 
who have not realized that during 
the past forty years the country 
| has been taken over by women?” 


Offers “News” Tips 


He suggested that if newspaper 
| editors were really alert, they would 


| have reported developments affect- 


ing the popular acceptance of fish- 
;net as a material 


for headgear, 


the possibilities of the return of the 
bustle, which is at present agitating 
the feminine world. 

Mr. Hoving recalled classic his- 
torical examples of how fashion has 
changed the course of the world: 
Beau Brummel’s adoption of the 
beaver hat in London sped the 
epening of the Northwest; Spain’s 
ability to produce correct patterns 
for breeches gave her wealth and 
power that had belonged to Italy; 
and the decline of Rome was largely 
due to the drain of gold to China 
for silks to make the togas deemed 
necessary by the Romans of that 
day. 

He said that the visit of Queen 
Elizabeth had promoted interest in 


| phasis which its general interest 
| justified. 

| “If editors’ wives were editing 
American newspapers,’ he con- 
cluded,” they would relegate Roose- 
velt, Hitler and Mussolini, along 
with Chamberlain’s umbrella, to the 
back page, and we would then pro- 
ceed to have a business revival be- 
fore you could say Jacqueline Rob- 
inson.” 

George E. Sokolsky, speaking as a 
columnist for the New York Herald 
Tribune, replied that his newspaper 
and many others give ample room 
for the feminine touch, and insisted 
that many Sunday and daily news- 
papers feature fashions, home deco- 
ration, foods and other subjects 
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WIN! 


Another advertiser comes in a winner. WOW took No. | radio position in 
the Omaha market years ago—still shows its heels to the field. No other sta- 


tion covers the rich Omaha trade territory so well. WOW gives COVERAGE 
WHERE IT COUNTS. WOW 'em and WIN! 
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590 KE @ John J. Gillin. Jr. Mer. 
JOHN BLAIR CO. Representatives 
On the N.B.C. Red Network 
Owned and Operated by the Wood. 
World Life 


men of the Insurance 


Society, 


which are of direct interest to 
women. 

The other suggestion to the news- 
papers came from Ira Hirschmann, 
advertising director of Blooming- 
dale’s, New York department store, 
who told the Newspaper Advertis- 
ing Executives Association that 
newspapers overplay bad news of 
European war crises, keeping con- 
sumers in jitters and making the 
job of advertiser doubly hard. 

“I don’t urge that newspapers quit 
printing the news,” he said. “You 
have got to tell the story of what 
happens. But newspapers perform 
primarily the function of reporting 
lecal news, and they are no longer 
doing a good job in that direction. 

“It seems to me that they would 
be more interesting to their readers 
and more useful to their advertis- 
ers if they printed local news on 
the front page instead of constantly 
overplaying the real or imagined 
threat of war every day. They 
should be more provincial and less 
international.” 

This view, too, was disputed as a 
statement of fact. Irwin Maier, ad- 
vertising director of the Milwaukee 
Journal, told Mr. Hirschmann that 
even in New York newspapers lo- 
cal news dominates the situation, 
and that in the eountry as a whole 
the newspaper features happenings 
of primary interest to its own com- 
munity, without overplaying Euro- 
pean politics. 

Mr. Hirschmann agreed that there 
are some examples of this kind, and 
held up the Bostor Post as an ex- 
ample of how this is being done 
successfully. 


Norman S. Rose 
Elected President 
of the AFA 


(Picture on Page 1) 

New York, June 21.—Norman S. 
Rose, advertising manager of the 
Christian Science Monitor, Boston, 
who served during the past year as 
treasurer of the Advertising Feder- 
ation of America was today elected 
president at the business meeting 
which closed the thirty-fifth annual 
convention. He succeeds George M. 
Slocum, publisher of Automotive 
News. 

Mason Britton, McGraw-Hill 
Publishing Company, was re-elected 
chairman of the board, a post he 
has held for the past two years. 
| Other officers were selected as fol- 
lows: 

Vice-presidents: Philip McAteer, 
New England Electrotype Company, 
Boston, who will also serve as 
chairman of the Council on Adver- 
tising Clubs; Donald E. Gilman, 
vice-president, National Broadcast- 
‘ing Company, Los Angeles; Leroy 
| Swartzkopf, D&M Advertising Com- 
|pany, San Antonio, Tex.; and Miss 
|Aubyn Chinn, Midwest director of 
consumer relations for the Borden 
Company, Chicago, who will be in 
charge of women’s club activities. 

J. A. Welch, advertising director, 
Crowell-Collier Publishing Com- 
pany, was named treasurer to suc- 
ceed Mr. Rose. May O. Vander 
Pyl, Advertising Letter Service De- 
troit, continues as secretary. 

In addition to the new officers the 
following were chosen directors: 

J. J. Hartigan, Campbell-Ewald 
Company, Detroit; Dr. Kenneth 
Dameron, Ohio State University. 
Columbus; and George Slocum, 
Detroit. Holdover directors in- 
clude: Fred O. Bohen, Meredith 
Publishing Company, Des Moines; 
Frank Broucher, Station WOR, New 
York; Dorothy Crowne, Newark, 
N. J.: Ted Dealey, A. H. Belo Cor- 
poration, Dallas; Philip C. Hander- 
son, B. F. Goodrich Co., Akron; 
Gilbert T. Hodges, The Sun, New 
York; George W. Kleiser, Foster 
and Kleiser Company, San Fran- 
cisco; J. Kenneth Laird, Young & 
'Rubicam, Inc., Chicago; Henry 
Obermeyer, Consolidated Edison 
Company of New York; Erma Per- 
ham Proetz, Gardner Advertising 
Company, St. Louis: J. S. Roberts, 
Retail Credit Company, Atlanta, Ga. 


To Change Page Size 

Cue, New York, will increase its 
type page size to 7 1-16 by 10 3-16 
inches with the Aug. 12 issue. 
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In ROTOGRAVURE, advertising boasts a tool as pow- 
erful, yet flexible as the astronomer's telescope... 
one which enables advertisers to include the entire 
country in a single marketing unit or, at will, focus 
exclusively on one, individual metropolitan center. 


An overstatement? Consider the foll6wing! Every Sunday 
63 Rotogravure Sections are published. Any one of these 
sections can be bought singly for test purposes or special 
sales efforts, or in combinations which reduce the costs to 
an exceedingly low milline rate. 

Add to this the fact, when you use rotogravure, you have 
the opportunity of reaching more than 80% of your entire 
potential audience ... (For the Gallup Research Bureau 
has proved that all advertising pages in Rotogravure Sec- 


% ° 
@ A small crank is turned . . . the powerful telescope’s vast bulk 
rises effortlessly . . . and focuses itself on the objective, whether it be 


the incalculable expanse of the farthest star cluster or the isolated 
mass of the nearest planet. 


tions are seen, on the average, by 80% of the paper's entire 
circulation) and you have the reason why advertisers who 
once use rotogravure get results that prompt them to con- 
tinue using it... . results such as those typified in the case 
study given on the following page. 

For any other information on rotogravure call on 
Kimberly-Clark, because, in addition to manufacturing Roto- 
plate, Kleerfect, and Hyfect—three of the most widely 
accepted rotogravure printing papers — the Kimberly-Clark 
Corporation maintains a bureau of statistical information 
and a trained technical staff for publishers, printers or 
advertisers faced with any problem arising over the use, 
preparation or printing of rotogravure gopy. Please address 
your request to Kimberly-Clark Corporation, 8 S. Michigan 
Avenue, Chicago, Illinois, Advertising Department. 
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ADVERTISING AGE 


Price Appeal Used 
to Bolster Glamor 


Copy for Silverware 


International Broadens 
"Class" Market by 
Frank Cost Discussion 


Meriden, Conn., June 20.— That 
inclusion of price is not incompati- 
ble with the promotion of a “glam- 
or” theme is being forcibly demon- 
strated this year by International 
Silver Company in connection with 
both its sterling and 1847 Rogers 
Bros. lines. 

According to George Morrison, 
advertising manager, sales attrib- 
uted to the current campaign are 
modestly termed “very  satisfac- 
tory.” The magazine schedule, the 
largest International has ever used, 
mentions price consistently and ap- 
proaches the whole subject of silver 
ownership in a very practical fash- 
ion. 

Even for sterling, the queen of the 
company’s line, there is no squeam- 
ishness about the delicate matter. 
Advertisement after advertisement 
attempts to show that newlyweds 
with limited incomes can build up 
a complete service of sterling, start- 
ing with a single setting and accu- 
mulating more gradually. Al- 
though sterling silver was formerly 
considered a “class” product, Inter- 
national attempts to cultivate the 
mass market. Proof that silverware 
is within reach of all is epitomized 
by the slogan: “It’s easier than I 
thought to buy—more thrilling than 
I thought to own.” 


Three Separate Companies 


The sterling campaign, which is 
being concentrated in Life, is one 
of three separate programs which 
keep International and its agencies 
busy. Along with sterling is the 
1847 Rogers Bros. campaign, both 
placed through Young & Rubicam, 
New York. 

The Rogers story, promoted ex- 
tensively in a list of women’s mag- 
azines, also features a glamor 
theme, except that in this instance 
the testimonials are from Holly- 
wood stars instead of brides. Full 
color photographs are used in this 
series. The superb quality of this 
camera work, Mr. Morrison said, 
has frequently resulted in requests 
for prints from the celebrities them- 
selves, who are as enthusiastic as 
the stage-struck fans who collect 
black and white picture albums. 

In one of the current inser- 
tions in the series Joan Crawford, 
pictured as starring in “The Wom- 
en,” is quoted as saying, “Recently 
I was shown a new silver pattern— 
and I’ve been enthusing about it 
ever since. It’s ‘First Love,’ 1847 
Rogers Bros.’ newest. 

“That pattern will be a tremen- 
dous hit,” I prophesied. 

“*Right!’” I was told. “Only you 
don’t mean will be—you mean is!’ 

“It seems ‘First Love’ has been 


topping all records for months. To- | 
day, it’s far and away the most | 
popular pattern ever created. When 
you examine it, you'll see why— 
its simple loveliness, its restrained 
richness, make it lastingly beauti- 
ful.” 

Pattern, of course, is a major fea- 
ture of every International adver- 
Usement, since women usually think 
of silver in terms of design. As 
with the testimonial photographs, 
here, too, no expense is spared to 
get an impression that will stimu- 
late an irresistible urge in a woman 


to own the product, and the best 
engrav ers and retouchers as well as 
photographers are drawn into serv- 
ice to accomplish this objective. 
The third phase of International’s | 
program is devoted to the Holmes & | 
Edwards division, which is handled | 
by Newell-Emmett Company, New | 
York. Here emphasis is placed on | 
particular features of the line, such | 
as husky chunks of silver inlaid at | 
the points of greatest wear. 


COST NO SECRET 


TWO THINGS | NEVER KNEW 
about sterling silver 


Courtship | 


Typical International Silver advertisement 
with price angle discussed frankly. 


price, another noteworthy Interna- 
tional advertising practice is its de- 
votion to the the principle of con- 
sistency. While other silver adver- 
tisers point their schedules toward 
the gift months, International copy 
appears in national media every 
month of the year. This policy is 
predicated on the company’s expe- 
rience that decisions to purchase sil- 
ver during the gift months are not 
always arrived at during June or 
December, but may be formulated 
at any time, and unbroken adver- 
tising can influence those decisions 
favorably. 


Radio Program Helps 


Radio, too, has played a vigorous 
role in a promotion program that 
exceeds the efforts of the rest of 
the field combined. The Silver The- 
ater, on the Columbia network, has 
proved to be a valuable adjunct to 
periodical advertising. The an- 
nouncement of a new pattern on the 
program on Sunday has an imme- 
diate reaction in business Monday 
morning, dealers report. 

Besides pushing patterns, radio 
is also credited with enlisting strong 
dealer support. The silver mer- 
chant is constantly boosted on the 
air. International calls attention to 
his high quality and urges listeners 
to avail themselves of his expert 
knowledge in making purchases. 

More and more the consumer her- 
self is entering into the silver com- 
pany’s merchandising activities. The 
oldtimers who believed they could 
judge from experience how well a 


May Linage Gains 
in Newspapers; 
National Up 


New York, June 22.—Newspaper 
linage not only recorded its third 
consecutive gain in May, but dis- 
tributed the increase over virtally 
every classification, Media Records, 
Inc., reported today. The single ex- 
ception was classified, which, how- 
ever, showed a decline of less than 
one-tenth of 1 per cent. 

Newspapers in 52 leading cities 
carried total advertising of 112,377,- 
023 lines in May, compared with 
109,905,842 in May, 1938, for a gain 
of 2.2 per cent. The increase in 
total display was 2.8 per cent, with 
89,684,541 lines in May, 1939, com- 
pared with 87,211,163 a year ago. 


Financial Increase Largest 


The largest percentage increase, 
15.7 per cent, was recorded by 
financial advertising, which ac- 
counted for 1,615,048 lines, against 
1,395,640 in May, 1938. 

General advertising, which in 
April, 1939, registered a linage gain 
of 0.9 per cent, its first since Au- 
gust, 1937, made the _ increase 
slightly more emphatic in May, run- 
ning it up to 1.2 per cent. The 
score for May, 1939, was 18,537,837 
lines, compared with 18,309,963 in 
May, 1938. This is the largest vol- 
ume of national advertising in 
newspapers since November, 1938, 
and it exceeds all other months of 
1938. 

Auto Still Ahead 


Automotive linage, which has 
been making consistent gains, re- 
peated in May, accounting for 6,- 
075,345, compared with 5,675,992 
for the corresponding month of 
1938, the percentage gain being 7.0. 
This linage was exceeded only once 
in 1938, and it is even larger than 
that run during the famous National 
Used Car week in March, 1938. 

Retail advertising, which was in 


EMPHASIZES ROLE OF PATTERN 


se sn aon | know a winner when | see one’ 


Wiech ter your lifetime charts’ | 
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"1847 ROGERS BROS. 


ARERIC AS COMRAT SPRV ERE ATE 


Irtvenatamad Sdver Campaary, Merton, Cone ‘ j 


Actress Joan Crawford is featured in this testimonial copy, one of a series of 


insertions by International Silver Company, Meriden, Conn. 


The copy stresses 


the importance of pattern and design. 


the doldrums in April, 1939, came 
back in May to chalk up a gain of 
2.6 per cent. The current figure is 
63,456,311 against 61,829,568 a year 
ago. 

Department store advertising, 
which contributed to the unfavor- 
able retail tabulation last month, 
accompanied it to higher ground in 
May with a gain of 1.6 per cent. 


The May figure was 27,102,938, 


compared with 26,666,521 in May, 
1938. The heavier advertising linage 
of the last three months gives the 
newspapers in the 52 major cities 
recorded by Media Records a net 
gain for the year in total display. 
While it amounts to only 1.1 per 
cent, it contrasts with a severe 
loss at this stage of 1938. Automo- 
tive linage is 15.3 per cent ahead of 
a year ago. 


i] 


LEADS AGAIN 


During May, 1939, Louisville Department Stores 
led the entire Eighth Federal Reserve District with 
week-by-week upturns in sales volume running— 


| pattern would go or what appeal to 
| use have been replaced by a careful | 
i of consumer testing, both | 


|as to pattern and copy. | 

This policy has been rewarded 
with consistently high ratings in 
copy effectiveness surveys and con- 
firmed by a sales curve that is mov- 
ing upward steadily. 


Sturtevant Named | 


J. C. Sturtevant has been named 
president of the Record-Herald 
Company, Wausau, Wis., succeeding 
his father, the late J. L. Sturtevant. 
The new president has also been ap- 
pointed general manager and treas- 


}urer, with W. F. McCormick, for- 
| merly office manager, as business 
manager. 


Wallace with Foley | 
Joseph O. Wallace, formerly in | 
| the art department of Al Paul Lef- | 


|ton Company, has joined the same 


department of The Richard A. Fo- 
ley Advertising Agency, Philadel- 


In addition to the inclusion of | phia. 
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. . . during the same 


Courier-Journal and Times registered 
a net increase in advertising volume 
of approximately 45,000 agate lines. 


AS HIGH AS 


32% 


month The 


use— 


TO OPEN POCKETBOOKS in the 
prosperous Kentuckiana area shrewd 
advertising space buyers consistently 


Che Conrier-Zonrnal 
THE LOUISVILLE TIMES 


Owners—WHAS— Operators 


NATIONALLY REPRESENTED by THE BRANHAM COMPANY 
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ADVERTISING AGE 


June 26, 1939 


Feminine Slant in 
Chrysler Copy Spurs 
33% Gain in Sales 


Women's Store Tie-Ups 
Pave Way for Variety 
of Local Promotion 


Detroit, June 21.— The job of 
making automobile advertising at- 
tractive and appealing to women) 
without loss of its masculine influ- 
ence, undertaken by Chrysler Sales 
Corporation in this season’s maga- 
zine campaign, was today reported 
a success, best evidenced by a 33) 
per cent gain in deliveries. 

Details of the background and 
execution of the drive, which is still 
in progress in weekly magazines, as 
told to ADVERTISING AGE today by 
company executives and officials of 
Lee Anderson Advertising Com- 
pany, the agency in charge, accent 
its uniqueness on several counts. 

The major idea was based on the 
results of survey which showed | 
that, while “feminine influence” is a 


men as women. 


women. 
Also, 


potent factor in 75 per cent of new 
car purchases, average automobile | 
copy is observed by twice as many | tising. 


= ae 


A YEAR 


A sweet market if there ever was one! That 


is what makers of sweets have discovered 
within the ‘‘Golden Horseshoe,”’ the rich 
territory blanketed by WJR in Detroit and 
WGAR in Cleveland. Here folks spend more 
than forty-nine million dollars a year for 
candy and confections ... a total practi- 
cally equal to the combined sales of Chicago, 


Philadelphia, Boston and Los Angeles. 
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THE FEMININE VIEWPOINT CLICKS FOR CHRYSLER 


wv By Ch % syste 
Two of the insertions in the successful Chrysler magazine campaign which featured 
key cities throughout the country and a style tie-up with many prominent 


department stores. 


| 

| been one of the few if not the only 
attempt to localize national adver- 
Each of the 15 insertions 


Actual readership | featured a key city and a depart- 
surveys disclosed a still more di- 
vergent ratio between men and | The Chrysler was portrayed along 


ment or’ women’s store in that city. 


with a feminine model garbed in 


the Chrysler campaign has|one of this store’s leading styles. 


rer seens ALOWWYOOO 


FOR THEIR SWEET TOOTH 


They eat, live, play in the same above- 
average way too, these eight million people 
within our borders. Their yearly grocery 
bill runs nearly three quarters of a billion. 
Their druggists get a hundred million in 
annual sales. Their automobile registration 
triples that of New York City. And the 
easiest, quickest, most economical way to 


sell them is through two great radio stations! 


| Brief inserts mentioned the store 


and described the gown. 

Tie-ups of this nature served to 
increase tremendously local inter- 
est in the copy and to spur the use 
of blow-ups and other promotional 
material in the various cities. The 
extent of these tie-ups is indicated 
by the local response to the inser- 
tion featuring Dallas. 


Stores Keenly Interested 


The Neiman-Marcus store there 
took the headline of the advertise- 
ment, “We Like to Live in Dallas,” 
as a theme for a civic celebration. 
Letters were sent to leading citizens 
and the Chrysler theme line was 
featured on the store’s 15 windows. 
A local campaign was carried on in 
newspapers with frequent repro- 
ductions of the Chrysler copy. 

In Baltimore, Hutzler Brothers 
featured the costume worn by the 
“Chrysler girl’ with blow-ups of 
the copy in the store and in the 
windows. A local Chrysler dis- 
tributor’s show window was utilized 
to present a “living tableaux” of the 
advertisement just as it appeared 
in the magazine. 

Cooperation of these and all other 
stores was entirely voluntary. They 
supplied the costumes for the girl 
in the various insertions. Shopping 
for these styles was conducted by 
an independent fashion authority. 

The 1939 campaign in weekly 
magazines represents an expansion 
of an idea first used by Chrysler in 
women’s magazines last year. Re- 
sults were sought among feminine 
readers this season without sacrific- 
ing men readers. 


First Person Copy Best 


The result of tests on this angle 
‘revealed the best formula to be 
first person copy which did not ig- 
/nore mechanical details but handled 
them on the basis of what they 
mean to women. 

An example is the _ insertion 
headed “Chicago Loves the Quick- 
| Step” in which a woman driver 
|speaks her mind: “For Chrysler 
|has a new rhythm this year, which 


" |they tell me is born of Superfin- 


| ished parts. . 


. pistons and bearings 
and things so smooth that their 
surfaces are measured in millionths 
of an inch! 

“You can easily see how parts 
that smooth would slide over each 
| other in perfect silence and without 
|friction! I understand they double 
engine life! Such velvety quiet . 
| such responsive power. You slip 
along so easily that Chrysler has 
provided a safety signal speedome- 
|ter to flag you down!” 


| Ranks Uniformly High 


| The idea of localizing the series 
developed as preliminary layouts 
were being worked out. In the 
|series designed for women’s maga- 
| zines, leading New York shops had 
|been featured as the source of the 
\styles displayed. Desirability of 
| taking in a wider field for the gen- 
‘eral Magazines became apparent. 
| There were many other famous in- 
| stitutions across the country noted 
| for smart style and quantity mer- 
| chandise that could be used. In de- 
| velopment of this idea, it was de- 
|cided that a great deal of interest 
would be created by featuring a 
different city in every insertion and 
capturing something of the spirit 
and individuality of the city fea- 
tured. The local angle, of course, 
developed the possibility of local 
tie-ups. 

Results of the campaign indicate 


/be manufactured by 


‘that the original objectives have 


|been achieved. Leading reader sur- 


veys show that the copy ranks uni- 
formly high in attention value and 
readership. In the majority of 
cases, it ranks first among automo- 
bile copy in the particular publica- 
tion when rated for low cost of 
attracting attention and _ getting 
read. They attract just as many 
men as other Chrysler advertising, 
and in some cases even more. They 
get twice as many women to look 
at the advertising and from two to 
ten times as many women to read it 
through. 


Stagger Hours 
for More Sales, 
Says McClintock 


Pittsburgh, June 20.—A revolu- 
tionary new arrangement of the 
working day was recommended to 
members of the Pittsburgh Adver- 
tising Club and the Pittsburgh 
Chamber of Commerce last week by 


Dr. Miller McClintock, of Yale 
University. 
Under Dr. McClintock’s plan, 


business offices would open at 8:30 
o’clock in the morning and close at 
4:30 in the afternoon. Department 
stores and other retail establish- 
ments would open at 9:30 or 10 
o’clock and close at 5:30 or 6 
o’clock. The re-alignment of work- 
ing hours, according to Dr. McClin- 
tock, would not only relieve morn- 
ing and evening traffic congestion 
but would increase sales by giving 
office workers a chance to shop 
before going home. 

“Despite our civilization,’ he 
said, “we act much like the people 
of primitive tribes. Their taboos 
are no sillier than many of our 
habits. 


“Ridiculous” Habit Costly 


“Why should everyone toddle off 
to work at the same time, all build- 
ings open at the same time, all re- 
tail stores open at the same time, 
and everybody rush home at the 
same time? This useless, ridicu- 
lous, perfectly irrational and sense- 
less habit costs us thousands of dol- 
lars and countless minutes every 
day.” 


Company Formed to 


‘| Sell New Electric Sign 


Local and national advertising 
will be interspersed with news bul- 
letins on the Electric Newspaper, 
new type of moving-letter sign to 
Tel-Electric 
Corporation, a new concern with 
offices at 420 Lexington avenue, 
New York. Signs, with advertising 
comprising 30 per cent of the copy, 
will be erected in all leading cities, 
according to present plans. 

Officers are Dr. Edward L. Mack, 
formerly with Reynolds Metals 
Company, New York, president; 
Thomas F. Dwyer, formerly with 
the New York Herald Tribune and 
Scripps-Howard Newspapers, vice- 
president in charge of advertising 
and promotion; and James H. Betts, 
vice-president in charge of sales. 


Two Name Martin 


McCord Oil Company, Atlanta, 
distributor of White Flash gasoline 
in Georgia, has placed its advertis- 
ing account with Robert E. Martin, 
Atlanta. Newspapers, radio and 
outdoor will be used. Economy 
Auto Stores has also named Martin 
to direct its account. 


THE GREAT 


GREAT LAKES 


ya! ya ee STATION > 4 SS LAT IS Nei 
= Wek COLUMBIA pte ‘SISTEM ® COWARD PETRY 8 courant, INC., NATIONAL SALES REPRESENTATIVES 


Old, established brewery in Middle West selling top quality 
advertised beer, has an opening for a Sales Manager who 
knows Sales and Advertising. The man we want probably 
is employed now as a brewery Sales and Advertising ex- 
ecutive. He must be between 35 and 40 years old... 
possessed of good health and vitality ...a self starter and 
a good mixer. The working environment is pleasant and 
there is plenty of opportunity. Give complete information 
in your first letter and enclose photograph. All replies held 
in strictest confidence. Address Box 1796, care Advertising Age. 


-| WANTED: A Sales Manager 
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CARTOONS 


by Werner 


OIL NEWS 


by Claude Barrow 


SPECIAL STORIES 


SPORTS 


by Bustham — by Yilbet Hill 


THEIR 


ARE YOUR 


@\t is the local features in The Sunday Oklahoman 
that breathe into this fastest growing Sunday news- 
paper in the South an animation that sets it apart 
from other metropolitan newspapers. 

like Mark Sullivan, Walter Lippman, 
H. I. Phillips, Dorothy Dix, Shelia Graham or Grant- 


land Rice spell out big time journalism. The Sunday 


Names 


Oklahoman carries all of these and a score of others 
equally well known. But to Oklahomans, the head- 
line names are those of their own Oklahoman staff 
members . . . Werner, Edith Johnson, Bus Ham, 


Bruce Palmer, Kenneth C. Kaufman to name a few. 


SOCIETY NOTES A COLUMN FOR WOMEN 


by Hath Meister by Edith Johnson 


ART NEWS HOMEMAKING 


by Ham Sheets, tyAuntSusan 


These folk are home folk to Oklahomans. They go 


to the same theaters as their readers. They travel in 


the same society. They play the same games. They 
draw on their own state’s history .. . rely on dramatic 
episodes in the lives of their own pioneering neigh- 
bors .. . to give Sunday Oklahoman readers feature 


material with the kind of punch and drama they 


THE 


y 
THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


FINANCIAL NEWS 


by Jeo. Coffee 


STATE FEATURES 


by RI Miller 


MOVIE NEWS BOOK REVIEWS 


by Bruce Helmer tylenneth Kaufman 


want. Theirs are columns, reviews, features that 
never fail to click with readers. 

Advertisers, too, find a virile force in The Sunday 
Oklahoman 


ance backed up by a perfection in both black and 


. . . discover an intense reader accept- 


white and run-of-paper color printing that has few 


equals among the metropolitan Sunday newspapers. 


‘OKLAHOMAN 


i COMPANY 
I OKLAHOMA 
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Newspaper Advertising Facts 


Two recent developments in the 
newspaper advertising field are of 
considerable interest to present and 
prospective advertisers in this im- 
portant medium, as well as to agen- 
cies. They represent a significant 
factual approach to the problem of 
making newspaper space more gen- 
erally available and acceptable to 
national advertisers. 

J. I. Meyerson, of the Daily Ok- 
lahoman and Times, Oklahoma City, 
gave the Southern Newspaper Pub- 
lishers Association a detailed pres- 
entation of actual practice in news- 
paper advertising by national ac- 
counts. Space used was broken 
down by accounts for 31 represen- 
tative cities for which complete 
Media Records statistics are avail- 
able. The picture showed a gener- 
ally scattered and inconsistent type 
of campaign by national accounts. 

Don U. Bridge, of the New York 
Times, followed last week with an 
address before the Newspaper Ad- 


2 per cent of the national advertis- 
ers using newspapers use more than 
50,000 lines a year. Therefore, he 


| son for the marked inconsistencies 


| gross rates paid by national adver- 

| tisers. 

| Mr. Meyerson suggested that the 
newspapers analyze the spotty char- 
acter of national linage to deter- 

| mine whether there is a specific rea- 


| 


in the use of the medium on a na- 
| tional basis. He raised the ques- 
| tion as to whether the lack of in- 
|centive for consistent use of space, 
|}as to volume and frequency, is re- 
| sponsible for the situation. 

| Mr. Bridge suggested that the 
| knotty problem of the national-local 


BACKWOODS MERCHANDISING HEADACHE 


“RINGWORM 
SHOE 


COUNTY “~~ 
STORE 


—Boot & Shoe Recorder 


“Uncle Bobo jest won't come to town. We was plumb onsettled about his size till 
we found one of his feet prints near the hog waller.’’ 


bbing 


Ad-li 


This checkerboard layout gets our 
vote as one of the most unusual 
pieces of copy we've seen recently. 


You Can't Lose 


|rate differential, which he said is| 
costing the newspapers millions of | 
| dollars in revenue, should be taken 
|up and dealt with, with due regard 
|for the viewpoint of the advertisers | 
and agencies, as well as the rate re- 
‘quirements of the newspapers. 
|Comparing like with like, as to 
| rates based on volume, and net 
lrates with net rates, would suggest 
| that the difficulty is not one which 


| mented. 
| This type of discussion is the sort | 
|which makes for progress in any | 


The Minneapolis Brewing Company 


fag: ; sii al ; has a money-back offer to drama- 
vertising Executives Association in| cannot be ironed out to the satis- tize, but instead of the conventional 


which he pointed out that less than| faction of all concerned, he com-| gyarantee 


of satisfaction consum- 
ers are invited to participate in a 
little game. 

On one of the board 


side are 


suggested, it is unreasonable for ad-| field, and should result in definite|Grainbelt beer bottle caps, on the 


vertisers in the national field to 


compare minimum local rates, based 
' 


on use of 1,000,000 lines a year or 
more by department stores, with 


progress being made by newspapers, | 
advertisers and agencies interested 
in increasing the use of the me- 


dium. 


The New Radio Code 


The proposed code of ethics and 
tandards of practice which will be 
offered for adoption by the National 
Broadcasters at its 
annual next month is 
ummarized in this issue of ADVER- 
rISING AGE. It is an important docu- 
It has teeth in it, as failure 
the 
laid down will result in possible loss 


Association of 


convention 


ment 
to observe requirements to be 
of membership by a _ broadcasting 


company. 


While many of the regulations 
may seem severe at first reading, 
they were drafted for the purpose | 


of meeting demands from the public 
for the elimination of certain types 
of programs and commercials which 
have found to be objection- 
able. They represent an effort to 
carry out the principle of self-regu- 


been 


ation to which the industry is com- 


mitted, and which obviously is the 
correct method of handling any 
abuses of which justifiable com- 


plaint has been registered 


Representatives of the association 
have emphasized the fact that the 
its present form is tenta- 

that before it is finally 
by the NAB, 
will be 
opportunity to suggestions 
and to criticisms. ADVER- 
rISING AGE therefore urges radio ad- 
study the document, 
proposals which 
in mind in time to 
assure ample consideration 
the convention takes 

The 
earnest 
the objectionable 
products on the air; to eliminate the 
type of program which is socially 
undesirable, and to prevent the em- 
ployment by advertisers of methods 
which are likely to lead to grave 


code in 
tive, and 
idopted 


and 


advertisers 
agencies given ample 
make 


registe! 


vertisers to 
and to submit 
they may have 


any 


before 
action 

broadcasting industry is in 
in undertaking to rule out 


advertising of 


abuses. Consequently the code rep- 
resents progress. It deserves the 
sympathetic study and constructive 


criticism of advertisers 


other “X” brand. All you've got to 
do—figuratively speaking, of course, 


| is knock off the “X” caps and re- 
| 


place them with Grainbelt. At any 
time you like you can cash in the 
chips—in the form of money-back 
or liquid satisfaction. 
It’s a happy thought 
sweltering days 


for these 


Advertising Minded 

The average 
tainly getting more and more ad- 
vertising minded Take the case 
of Mr. Donald L. Whisenand of 3224 
Pacific street, Omaha, Neb Mr 
Whisenand sends us a photograph 
and this note: 

“The enclosed picture of our twin 
boys is to be 


consumer 1s cer- 


released shortly 


“We have copyrighted the picture 
and are placing it on sale for pub- 
lication, but without release of 
copyright If interested, please 
state offer with return of picture 
and size desired for publication, if 
offer is made.” 

Mr. Whisenand writes his note 
on a half-sheet of paper without 
letterhead, from which we _ infer 


that he is not a commercial photog- 
rapher, but just an ordinary house- 
holder with twin boys, and that 
been playing around with a 
camera. He’s done a swell job of 
photographing twin yawns, by the 
way, and we wish we could show 
you the results, but copyrights are 
copyrights, and jails are still jails 


he’s 


| Close Figuring 

J. B. Hill, president of the L & N 
railroad, wants to impress upon em- 
ployes the fact that even the most 
minor savings in the railroad’s pur- 
chases would really mean important 
money, so in the current issue of 
the railroad’s employe magazine he 
gives the employes a picture of sup- 
plies in terms of the work the road 
must perform to obtain them. 

His figures are very interesting, 
and must have really impressed the 
railroad personnel, as they did us. 
In terms of average freight haulage 
for a single mile, Mr. Hill says that 
to take in enough money to buy 
the following articles, freight must 
be handled as shown: 


One typewriter........ 11,552 tons 
One journal bearing.... 220 tons 
Gee WE Bic cc cccc aes. 201 tons 


hand lantern....... 162 tons 
track shovel....... 132 tons 
coal scoop......... 128 tons 
hand hammer...... 46 tons 
typewriter ribbon.. 26 tons 
oS a 11 tons 
|One track spike........ 2 tons 
| One lead pencil..... 1,187 Ibs. 
|One letterhead......... 542 Ibs. 
|One waybill....... 541 Ibs. 
|\One envelope.......... 222 Ibs. 


The only thing we don’t like about 
this impressive message of Mr. 
Hill’s is the fact that it is headed, 
“President’s Message No. 51,”’ which 
our jury of critics says is not the 
most exciting or interesting head- 
line that could be imagined. 


Jottings 


“A Stockholder Speaks” to Stand- 
ard Oil Company of Indiana stock- 
holders in a brochure which ac- 
companied quarterly dividends 


mailed on the company’s 50th an-| 


niversary. The stockholder is Harry 
R. Foster, accountant 
company, and a homey picture of 
Mr. and Mrs. Foster accompanies 
the reproduction of his unsolicited 
letter urging stockholders “to make 
point of boosting their 
interests in this fiftieth 
year.” eee 

M. J. Hyman thinks the recent ad 
of a Dayton department store, which 


i pecial 
company’s 
anniversary 


offered “group of Fleetwood elec- 
tric razors, will give you satisfac- 
tory shaves, while they last, take 
your choice at just 59c,” is a good 


example of unintentionally 
ful advertising 

The newest wrinkle in premium 
merchandising comes from Detroit, 
where a Texaco station is offering 
one egg with each gallon of gas 
purchased. A sign proclaims “Fresh 
Fggs” in bigger letters than the 
customary price display, 
the idea is to induce the buyer to 
say, “Make it an even dozen.” 


truth- 


~on 
gas 


for a candy | 


and | 


| 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1509. Kentuckiana . 
tentialities. 


This brochure, the second annual 
issue by the Louisville Courier- 
Journal and Times, is a factual sur- 
vey of the Louisville trade area, 
containing a breakdown of statisti- 
cal information to show the mar- 
keting potentialities in the Ken- 
tuckiana area. 


No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
er’s service to advertising agencies 
and manufacturers is a monthly 
summary of the experiences of fleet 
operators, each month’s survey cov- 
ering a different subject. The three 
most recent summaries deal with 
engine thermostats, timing gears 
and timing chains, and body hard- 
ware. 


. Its Po- 


No. 1508. The Story of Phoenix 
Arizona. 

This compilation of the first 200 
cities as they rank in population, 
retail and wholesale sales, income 
tax returns, telephones and other 
market indices has been issued by 
the Phoenix Republic and Gazette. 
The material is conveniently 
arranged so that the standing of 
Phoenix in each classification may 
be seen at a glance. 


No. 1494. Daylight Saving Time 
Chart. 

National Broadcasting Company 
has issued this pocket size card, 
which shows the time in 144 cities 
in relation to each other during the 
1939 daylight saving time period. 


No. 1493. Men, Methods and Ma- 
chinery. 

Seven broadsides of a series have 
been condensed in this handsome 
32-page brochure to tell the com- 
plete story of the Oklahoma Pub- 
lishing Company. Profusely illus- 
trated, the book describes the 
growth and expansion of the com- 
pany and its part in the develop- 
ment of Oklahoma City, and the 
directorate and managers who co- 
ordinate the company’s men, meth- 
ods and machinery. 


No. 1499. - Selected and Guaranteed 
Consumer Audiences. 


| This bulletin, issued by the Mo- 
tion Picture Bureau of the Y. M. 
i\C. A., outlines the features of the 
Bureau's film distribution service. 
‘It offers a partial list of sponsors, 
‘and an analysis of the Bureau’s 


/ sound film exhibitors by states. 


|No. 1505. 
wich. 


The Merchant of Green- 


| The Greenwich Press has issued 
this 56 page booklet containing a 
survey of the Greenwich, Conn., 
market, covering population, buying 
|habits and the relationship of its 
merchants to the community. The 
| booklet has a chapter entitled “How 
| to Be a More Successful Merchant,” 
containing suggestions for store 
arrangement, displays, better sales 
| methods and so on. 


| 
| 


|No. 1507. Merchandising to the 


Travel Field. 

This booklet, issued by Warwick 
|S. Carpenter, provides interesting 
| background on the selling methods 
of common carriers, sales efforts of 
hotels and resorts, travel bureaus as 
a sales force and business publica- 
tions serving travel bureaus. 


No. 1504. What Puts 
Slidefilm? 

This small booklet is the newest 
in a series issued by Atlas Educa- 
tional Film Company. It contains 
some helpful pointers toward the 
| production of interesting, entertain- 
ing, instructive slidefilms 
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EEUWENHOEK was a pigheaded Dutchman. He 
insisted on trying to see what no one else could see... 
on finding ways to learn what others thought unlearn- 
able. So he made himself the first microscope—and 
made it possible to measure and chart a whole, new, 
teeming world of life! He was the first of the mi- 
crobe hunters! 


A long-neglected void in advertising knowledge, attacked 
in similar spirit, has just been filled by this new, dramatic, 
and valuable discovery ... 


That Collier’s, Liberty, LIFE, and the 
Saturday Evening Post in combination 
reach a total net unduplicated weekly au- 


dience of 40,100,000 people! 


This fact is revealed in Report No. 2 of LIFE’s “Con- 
tinuing Study of Magazine Audiences” —a Study initiated 
because of dissatisfaction with current inadequacies in 
assaying the full influence of magazines, a force that every 
business man realized was greater than indicated by cir- 
culation figures. 


Employing the most recently perfected research meth- 
ods, this Study provides the first scientific measurement 
of magazine influence, the first accurate estimate of how 
many more people read the four great weekly magazines 
than buy them. In doing this, the Study throws open to 
drastic re-examination and realignment of opinion the 
whole subject of evaluating all media. 


A Vital Discovery 


Revelation of this enormous “packaged” weekly audi- 
ence of 40,100,000 people constitutes the very latest find- 
ings in the Study that has rightly been termed “The Big- 
gest Advertising News in 25 Years.” 

It shows that the four great weekly magazines, to- 
gether, deliver an audience every week of more than a 
third of America’s total population above the age of 10 
vears—an audience that includes at least one half of the 
primary market for advertised goods. 


Furthermore, these magazines concentrate most of 
their power in urban centers, where most business is done. 
‘| hey provide, at strikingly economical cost, probably 


ee j ‘ ae at iy ‘ “% ‘ “4 4 S 7 f 


the most inclusive and effective means of reaching the 
active buyers in America every single week! 
ve ca ‘y’ 
A Significant Trend 
That alert advertisers are becoming more and 
more alive to the unique value of the four large 
weeklies, is apparent from the icreased amount 
of money advertisers are investing in this media 
group. 
Che trend unquestionably reflects recent fun- 
damental reconsiderations of advertising values 
and a more general realization of the true. full 
mi fluence of America’s great weeklies on men, 
on women, and on children. 
LIFE is gratified that one important factor in 


effecting this realization is the know ledge being 


brought to light and offered for use, in the ““€ ontinuing 


Study.” 
? 7 y y 


Latest Audience Figures revealed by Study—showing the 
number of people who see, open, and read part or all of 
each issue of the four largest weekly magazines: 


Magozine Circulation® Audience 
COLLIER’S. ... 2,755,389 15,800,000 
LIBERTY 2,555,450 13,800,000 
See © es tt 2,408 466 18,200,000 
SATEVEPOST. .. 3,151,938 13,100,000 


Net unduplicated audience, four magazines, 40,100,000 


"First quarter, 1939, publishers’ statements 


REPORT NO. 2_ the complete Study up to date—will be 
promptly sent you if vou will sunply write or telephone 
for a copy. 
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Sales Jobs Hold 
Increasing Allure 
for College Grads 


Minneapolis, June 20. 


looms as 


Because it 
an increasingly important 
stepping stone to top executive po- 
sitions, salesmanship may soon re- 
ceive greater attention § in 
courses offered by leading universi- 
ties. 
reached in a survey conducted by 
Investors Syndicate upon job pros- 
pects for this season’s crop of 
graduates. 

The survey covered 193 univer- 
sities, colleges and technical and 
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study | 


This was the conclusion) 


cent of total student enrollment. 
Selling is not ranked first among 
the various fields offering employ- 
ment to the graduate, as indicated 
in the recruiting activity of several 
companies who send “talent scouts” 
to the campi each spring. It is, 
however, placed fourth this year 
and with the notation that “sales- 
manship recruiting is increasing.” 
Teaching leads in demand for 


graduates’ services, followed by en- | 


gineering and business administra- 
tion. Salesmanship appears to of- 
fer a more fruitful field than these 
professions and _ vocations. which 
were ranked after it in the order 
named: medicine, law, accounting, 
agriculture, insurance, home eco- 


|/nomics and journalism. 
normal schools which had 43.7 per | 


Additional evidence, which casts 


increasing importance upon selling, 
uncovered by the survey include re- 
ports that many _ schools are 
strengthening their courses in this 
field and that many corporations are 
urging graduates to enter training 
schools which attempt to build 
strong sales and administrative per- 
sonnel. 


ABC Adds Eight 


Two business papers and six 
|newspapers have become members 
of the Audit Bureau of Circulations. 
|The Gasoline Retailer and Retail 
| Ledger are the business papers. The 
‘newspapers are Reporter, Dover, 
'O.: Herald Argus, LaPorte, Ind.; 
Express, Chickasha, Okla.; Chron- 
\icle, Centralia, Wash.; Times, Ham- 
i'mond, Ind., and Press, Timmins, 
Ont. 


Five Directors 


Election of five executives to the 
directorate of N. W. Ayer & Son, 
Inc., Philadelphia, has been an- 


nounced by President H. A. Batten. | 
They are Thurman L. Barnard, 


vice-president; George W. Cecil, 
‘vice-president in charge of copy 
| production; John Hansel, vice-pres- 
|ident; Paul L. Lewis, vice-president, 
and Frank L. Scott, Jr., vice-presi- 
|dent and Detroit manager. 


-WJR, WGAR Sign with CBS 

Columbia Broadcasting System 
|has signed five-year contracts, ef- 
| fective next fall, with two of its 
basic network stations—WJR, De- 


| troit, a CBS affiliate since 1937, and 
| WGAR, Cleveland, with CBS for 
| four years. 


250,000 


7 GROWING! 


more Than a Did of a Million 


Reader Families Every Sunday 


@ The Des Moines Sun- 
day Register since 1931 
has gained more circula- 
tion than any other Sun- 
day newspaper in the 
United States selling at 
10c* (except the Sunday 
newspapers of Philadel- 
phia where a consolida- 
tion took place). 


*The Sunday tabloids se at Se 


Soria 


The Sunday Register 


now covers 53% of all 
Iowa families .. . 335,303 
every Sunday. Daily 


Register and Tribune cir- 
culation is now 295,304... 
also a new high. All gains 
were made without hypo- 
dermics and at increased 
circulation prices. 


The Dge-Moines Register and Tribune 


1929 
1931 


? 
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1933 


1935 


200,000 


150,000 


1937 
1939 


HEAD AGENCY GROUP 


At its tenth anniversary convention in 
Chicago the First Advertising Agency 
Network re-elected Lee E. Donnelley 
(left), Lee Donnelley Company, Cleve- 


land, president, and Chariton Keen, 
Groves-Keen, Inc., Atlanta, secretary- 
treasurer. 


Feminine Pioneer 
of J. W. Thompson 
Dies in Chicago 


Chicago, June 21.—Funeral serv- 
ices were held here yesterday for 
Miss Zoe M. Johnson, head of the 
rates and estimates department of 
J. Walter Thompson Company in 
its early days in Chicago. Miss 
Johnson, who was 63 years old, died 
Saturday after a long illness of 
heart disease. She retired from the 
agency in 1910. 

J. C. Johnson, a brother of Miss 
Johnson, explained that his family 
was on intimate terms with the late 
C. E. Raymond, who opened the 
Thompson office in Chicago about 
1890, and both Mr. Johnson and a 
second sister, Bertha Johnson, also 
served the agency briefly. The lat- 
ter ‘left the agency in 1902 to go 
to India as a missionary. She passed 
away in this country in 1916 still 
pursuing her chosen work. 

Miss Zoe Johnson joined J. Walter 
Thompson Company in 1895 in the 
humble capacity of checking clerk. 
Mr. Raymond was so impressed 
with her aptitude, however, that he 
advanced her steadily until she at- 
tained the post roughly correspond- 
ing with the space buyer of modern 
times. Following an operation for 
appendicitis in 1910, Miss Johnson 
|sustained a cardiac attack which 
shortly forced her retirement from 
the business world. 


Vladimir Starts With 


Twenty-Four Accounts 


Irwin Vladimir & Co., New York, 
has begun operations with the fol- 
lowing domestic accounts, all lo- 
cated in New York: Hammacher, 
Schlemmer & Co.; Enoch Morgan's 
Sons; Cox Gelatine Company; Japan 
Crabmeat Association; Nozaki Bros. 
Inc.; Mitsubishi Company; Mitsui 
Company; S. Suzuki Company; So- 
lano Winery; Formosan Govern- 
j}ment of Japan; Vapo-Cresolene 
| Company, and J. Ossola Company. 

The agency’s foreign accounts 
are: National Oats Company and 
|/Gordon Fennell Company, both in 
|Cedar Rapids, Ia.; Holeproof Hos- 
jiery Company and Orbitex, Inc., 
| both in New York; Mennen Com- 
| pany, Newark; Michel Cosmetics, 
Long Island City, N. Y.; Picot Lab- 
oratories, Wilmington, Del.; Mont- 
gomery Ward & Co., Chicago; Kel- 
vinator division of Nash-Kelvinator 
|Corporation, Detroit; Cleveland 
Tractor Company; Ball Bros. Com- 
| pany, Muncie, Ind.; and Reo Motor 
|Car Company, Lansing, Mich. 


$1,000 to Indiana Service 
Indiana Service Corporation, Fort 
Wayne, has been awarded first prize 
of $1,000 in the national electric 
water heater contest conducted in 
1938 by the water heating council of 
The Modern Kitchen Bureau, New 
York. W. Marshall Dale, president, 
and Roy Bridges, sales promotion 
supervisor, represented the company 
when the award was made at the 
seventh annual convention of the 
| Edison Electric Institute, New York 
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...and The Dallas Morning News, with these many helps to production, is a welcome visitor 
in more homes today than ever before in Texas’ history. . . a consultant, an entertainer, a help- 
ful interpreter on most things that go to make up modern living. 


WILLIAM B. RUGGLES, Associate 
Editor in Chief, is making timely 
use of his A.E.F. experience and 
his active commission in the re- 
serve corps, in handling editorials 
on national preparedness and in- 
ternational affairs. As a member 
of the Dallas Traffic Commission, 
1937-39, he has kept abreast of 
traffic needs; and his editorship 
of the University of Texas alumni 
magazine attests to his familiarity 
with educational problems. 


VICTOR H. SCHOFFELMAYER, Dallas 
News Agricultural Editor, was the recipient 
of the first annual award of the Dallas 
Agricultural Club, a plaque presented for 
"Distinguished service to Texas agriculture.” 
The occasion was marked by a public testi- 
monial dinner on May |, attended by more 
than 400. 


LYNN LANDRUM, The News’ Page One 
columnist, on invitation addressed the Texas 
Senate at Austin, on April II; also, the 
House. Senator Joe Hill introduced him as 
“one of the greatest men on one of the 
greatest newspapers in the world.” 


a 


ee ns 


» DR. JOE J. TAYLOR, Editor in Chief, in “this 
serious pose, may be planning his bit of fun 
Bess for the next weekly luncheon session of the 
Dallas Bonehead Club—those deflators of 
stuffed shirts and exponents of original action. 
"State Press continues to delight thousands 
of readers of his column with gentle humor, 


solid Dane 


=, 


¢ 


a 


GEORGE WHITE, Sports Editor, is seen 
these days (or nights) at Rebel Field, where 
he is official scorer for the Texas League 
baseball games. He's a member of Grant- 
land Rice's advisory board for Collier's All- 
American football team; a member of the 
selection committee which names Southwest- 
ern representative for National Collegiate 
Athletic Association's basketball team cham- 


pionship playoff; is frequently called to HARRY C. WITHERS, Associate Managing Editor 
luncheon clubs to discuss seasonal sports, of The News, in his thrice-a-week column, is rapidly 
championship races; is often heard on the winning a reputation as an authority on local matters. 
air, interviewing sports celebrities, or being The publication staff of Dallas Technical High School § 
interviewed, on sports subjects. has recently instituted a semiannual award—honor 

pins to be known as the Harry C. Withers Journalism 
STUART a a ey Award. The name was selected, the staff members 
The News’ Sta _ said, because ‘we feel that Mr. Withers exemplifies 
the highest standards of journalistic citizenship and 
the latter's humanitarian ideals," 


JOHN ROSENFIELD, Amusements Editor, Theater and Music 
Critic of The News, travels periodically to the West Coast and 
the East, always with the view of improving relations between 
the provincial metropolis he loves and the big towns, New York 
-\ 
\ 


ness Analyst, has a great 
load off his shoulders 
by having completed 
the huge task of edit- 
ing the 1939-40 edition 
of the Texas Almanac ~~ 
and State Industrial SA 

Guide—an edition ac- 
claimed as the best in 
the entire line of Texas 
Almanac issues since 


1857. 


and Los Angeles, that feed so much entertainment and art to 
Dallas. When not covering shows, writing reviews, directing 
his department and editing the amusements pages, Rosenfield 
gives lectures on music, drama and motion pictures in sundry 
schools and before civic groups. 


Sell the Readers of The News and You Have Sold the Dallas Market 


THe Dattas Morninc News 


‘Texas’ Major Market Newspaper” can 8, 


Representatives 


Associates : The Semi-Weekly Farm News, The Texas Almanac, Radio Station WFAA (50,000 Watts) 
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FAMOUS TRADE NAME IN THE FLESH 


“Tate Heads Milwaukee Mary Pentland to 
Industrial Advertisers “Parents’ Magazine” 


James Tate, director of sales and Appointment of Mary Pentland, 
advertising, Delta Mfg. Company,| of Portland, Oreg., as assistant to 
/has been elected president of the | the publisher of Parents’ Magazine, 
Milwaukee Association of Industrial | New York, was announced June 16 


advertisers. _ .. | by George J. Hecht, president and 
|__Other officers are P. C. Ritchie, | publisher. 

Waukesha Motors Company, vice- Miss Pentland, winner of the first 
|president, and L. H. Billing, Falk} Josephine Snapp trophy for out- 
| Corporation, secretary-treasurer. standing advertising achievement 
by a woman, conducted her own 
agency in Portland for seven years. 


me = Penna. High Court 
m™ €§=>-:*Declares Chain Tax 
Unconstitutional 


U. S. Supreme Court 


May Be Setting for ‘Cities Service Shifts Two 


| B. E. Rawlings has been named . 
Next and Last Round hee of sales promotion, and Agency for Vita-Cell 
=e aay ee /R. S. Blount manager of advertis-| Godissart Products, Los Angeles, 
Harrisburg, June 20.—Chain store ing of Cities Service Oil Company. | manufacturer of Vita-Cell alae 
taxation received another blow here Emile Dubonnet (right), of the French company that makes the famous aperitif Both Mr. Rawlings and Mr. Blount | tions, has appointed Logan & Rouse, 
yesterday when the Pennsylvania and wine tonic, confers in New York with O. J. Wile, managing director, Schenley have been transferred from the Los Angeles, to handle a newspaper 
Supreme Court unanimously up-| Import Corporation. They discussed future advertising plans. The familiar Boston to the New York office of |and magazine campaign. John M. 
held a previous ruling of the Dau- | Cassandre figure will continue as the identifying mark of the product. ‘the company. [Alden is account executive. 
phin County Court that this state’s |... ___-_ a 7 ——EE ——E - — — 
chain and theater tax measure of 
1937 was unconstitutional. : 


| inns Waste eaee oP ' 
The Dauphin County Court gave ne ie Sie SERS Be 


its decision earlier this year (Ap-| 
VERTISING AGE, Feb. 27) after a le- | 
gal struggle which began with pass- | 
age of the act and is not yet det- | 
initely finished. Attorney General | 
Claude Reno is still undecided as | 
to whether to take the case to the | 
United States Supreme Court. 

The State Supreme Court based | 
its ruling on that section of the | 
Pennsylvania constitution which | 
guarantees uniformity in taxation | 
on all taxable subjects. Justice | 
James B. Drew, drafting the court’s | 
opinion, said, “This court has long | 
held and it is not well established in 
this Commonwealth that a pro- 
gressively graduated tax is lacking 
in uniformity. 

“It requires but a glance at its 
provisions to see that the act now, & 
before us for consideration is ca-| pea 

y 
r] 


e This is not a World’s Fair issue. Fair or no Fair, the Editors of ForTUNE have long 
hankered to do a bang-up job on America’s biggest business center, richest market, 
most popular resort, financial capital, ete., etc. This is it—the most ambitious issue that 
even ForTUNE has ever published. Its physical total of 230 pages, 100,000 words, 
hundreds of superlative pictures can give you little inkling of the tremendously excit- 
ing journalistic assignment ForTUNE handed itself. For what the Editors have at- 
tempted is to present a man-sized view of the world’s hugest metropolis. 


pable of but one interpretation, and | 
that is that it is a plain and pal- a 
pable attempt at graduated taxation | a 
which obviously violates the provi- : 
sions of our constitution.” 


School Teachers Lose 


The Pennsylvania tax placed a 
levy ranging from $1 on each store 
and theater in the Commonwealth 
up to $500 for each outlet of chains 
with more than 500 outlets in the 
state. Proceeds of the bill were to 
be used to increase school teachers’ 
salaries. 

The American Stores Company, 
Stanley Company of America, War- 
ner Brothers Pictures and Warner 
Brothers Theaters were _instru- 
mental in carrying test cases up to 
the present stage, although scores 
of chain companies, representing 
about 75 per cent of total chain 


Raw Material for 
making Americans: 


volume in the state, originally filed 
suit. 

Other recent developments in the 
chain store tax fight include an Ap- 
peals Court decision in Kentucky 
against that state’s chain store levy 
and a New York legislative vote 
against a proposed chain tax meas- 
ure. These were reported in Ap- 
VERTISING AGE, March 27. 


Duo-Therm Will 
Launch Record 
Drive This Month 


Lansing, Mich., June 20. The 
Duo-Therm division of Motor Wheel 
Corporation, manufacturer of oil 
burning appliances, has completed 
plans for the heaviest campaign in 
its history, distributors and dealers 


@ Fortune takes you on a World’s Tour around New York— 
to Italy, China, Germany, Hungary, Syria, Bohemia and a 
handful of other lands, including the Scandinavian. Shows you 
the lives of that 739% of New York’s populace who are immi- 
grants and their sons and daughters. The occupations and 
pleasures that engage them. The problems of poverty and 
assimilation that beset them. Gives you a glimpse of the color 
they add to New York life. Their enriching contributions to 
(merica—in business, in industry. in art, in music, not for- 
getting to mention the many great Americans who are immi- 
grants. Tue Mevtine Por. Fortune for July. Page 73. 


What Kind Qf Lives Do New Yorkers Live? 


@ To “Smart” East Side Ivy Leaguers $18,000-a-year means 
a struggle. But knowing West Siders do very nicely on it—and 
get a lot more out of all that New York offers in the way of 
theatres. music, and other metropolitan delights. Guess which 


spends most on food, entertainment, charity and education 


® Respect, trust, 
confidence were 
hardly the 
words to describe the average New Yorker's feeling towards 
the police a few years back. But Commissioner Valentine has 
changed all that. These days they've got to be good, and they've 
got to be straight. They are, too. In a tour of the world’s big- 
gest police force (it’s bigger by far than Norway's army), 
FortuNE takes you to precinct after precinct to see what goes 
on-——-from bouncing a drunk to arresting a murderer. Outlines 
some of the myriad jobs the Department has to perform. And 
gives you an understanding of why New Yorkers have come to 
admire their NineteeEN THousanp Cops. Page 101. 


Sidewalk Superintendents’ Patrol: sew yorker 


told } then look at their budgets. There's also a hint on how to live on at work. In the shipping district—the offices, docks, ship 
were told here. F $ . " : a = 

" — $20-a-week, ; ave ) ‘+s, P chandler’s stores on South Street. Wall Street. Fulten Fish 
Karl Egeler, advertising manager $20-a-week, and have fun, too. THe MeTROPOLITANITES, P. 84, ( 

Pi of the division, said that the cam- 


paign, in magazines, spot radio, and 
newspapers, would feature a new 
Power-Air unit which makes possi- 
ble in stove heated homes the same 
forced air circulation obtained from 
central heating plants. 

Copy breaks this month in a list 
of 12 magazines, including national, 
women’s, farm paper and Canadian 
publications. Young & Rubicam is 
the Duo-Therm agency. 


Compton Adds Two 


Charles L. Funnell, formerly of 
MeCann-Erickson, New York, has 
joined Compton Advertising, New 
York, as an account executive 
Hugh Gardner, formerly with 
Triple Cities Traction Corporation, 
singhamton, N. Y., has joined the 
media department 


Three Governments — ete 
only one LaGuardia: eee 
ough governments. And on top my all this the Ne w York City 


dog is wagged by the New York State tail. Fortune describes 


this cockeyed political set-up. Shows you what manner of man 


must cope with the county 


LaGuardia is—scholar, business man, showman and astute 
politician. And how this Pericles of New York's city-state 
transformed one of America’s worst governed cities into one of 
its best. Mayor LaGuarpia’s New York. Page 93. 


Market. Coffee-redolent Front Street. The commodity ex- 
changes trading in cotton, sugar, metals, raw silk. The leather 
jobbers of “The Swamp.” The vast wholesale market, between 
Worth and 34th Streets. Then uptown to the entertainment 
centers. The art dealers of 57th Street. The periodical pub- 
lishers and advertising agencies surrounding Grand Central. A 
BarDEKER oF Business IN New York. Page 109. 


Sewed UD tights. carmen 


Business. New York's biggest, 
gambling-est manufacturing — in- 
dustry is dominated by two huge 


unions that equalize everybody's 


labor prices—a government blessed 
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Squibb Furnishes 
Guarantee on 
Copy Compliance — 


New York, June 21.—E. R. Squibb | 


none of the advertising matter re- 
lating to our products and prepared 
and released or disseminated with 


| 


ing they can absolve themselves by 
disclosing the source of their mate- 


our approval violates the Federal | Guests received for this specific pro- 


as we understand it.” 
The Squibb guarantee follows, for 


| Trade Commission Act, as amended, | tection induced the company to is- 


sue a blanket guarantee. 


& Sons last week became the first | the most part, the model form re- Continental Names DeLo 


national advertiser to guarantee dis- | 
tributors against liability in connec- 
tion with government enforcement 
of the Wheeler-Lea act and the 
federal food and drug act. The 
guarantee, advertised in business 
papers, will henceforth appear on 
all invoices issued by the company. 

In addition to protecting the dis- 
tributor against adulteration and 
misbranding, the Squibb form 


states: “‘We further guarantee that 


cently approved by the Proprietary 


Association, the Toilet Goods Asso- 
ciation and other groups. 


Joseph A. DeLo, formerly asist- 
|}ant advertising manager, has been 


It goes named advertising manager of Con- 


further than the form recently sent | tinental Steel Corporation, Chicago, 
out to members by the National As- | succeeding the late F. W. Tufts. 
sociation of Chain Drug Stores in| —_—_—— 


its reference to the Wheeler-Lea | Mercer Elected 


measure. 
Squibb executives, retailers are not 
menaced by the latter so much as 
their uneasiness would justify, since 
in cases of questionable advertis- 


Actually, according to 


Harry V. Mercer, advertising 
manager of American Rolling Mill 
Company, Middletown, O., has been 
| Goctee vice-president of the Por- 
celain Enamel! Institute. 


‘rial. However, the number of re- | 


Mackin Blind 
Appoints Wilder 
Mackin Venetian Blind Company, 


Kankakee, IIl., has placed its adver- 
tising account with Almon Brooks 


| Wilder Advertising Agency, Chi- 


cago. 

Other new accounts placed with 
this agency are those of Ludlow 
Typograph Company, Chicago, and 
Williams, White & Co., Moline, III. 


Watson Joins Thompson 

Kenneth C. Watson, formerly di- 
rector of public relations of Com- 
mercial Credit Corporation, Balti- 
more, and previously with United 
States Advertising Agency, Balti- 
more, has joined J. Walter Thomp- 
son Corporation, New York, Wall 
street division of the Thompson 
agency. 


UR Earner 
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price-fixing device no manufacturer is going to yell about. 
But the unions also keep a scissors-grip on the comparatively 
puny. manufacturers, who have to smile politely when the 
union accountant arrives ( without notice ) to examine the books. 
Between them and the orchid-swallowing resident buyers, 
the manufacturers tread a gingerly, headache-ridden path. 
America Comes To SeventH AvENUE. Page 122. 


Underneath i! all: Why no smokestacks on skyscrapers? 


Why no telephone poles on New York streets? It’s all done 
with pipes—over 45.000 miles of them, and nobody knows 
where all of them are. If you scare easily, you won't like to 
know how New York could be made uninhabitable by a few 
hours’ concentrated deviltry. Fortune ferrets beneath the 
sidewalks of New York. UNperR THE AspHALT. Page 126. 


New York as 
Artists’ Model: 


Fortune brings you a color- 
portfolio of eleven fine paint- 
ings by eleven fine artists — 
paintings that reveal the city’s 
warmth and life and New York- 
ishness. The artists: Sloan, Bel- 
lows, Luks, Schnakenberg, Lee, 
O'Keefe, Coleman, Kantor, 
Hopper, Marsh, Grosz. THe 
Painter’s City. Page 133. 


By George Grosz, 1934, Courtesy of Walker Galleries 


The Factory in the BedrO0M: sianssseanites tough 


when you say Brooklyn, yawn when you say Queens. But you 
can't laugh off the fact that Brooklyn and Queens together 
rank with Philadelphia in manufacturing. And nothing to 
yawn about is the peculiar thing that is happening to the 
dollar volume of their heterogeneous business. BrooKLyN 
AND QueENs. Page 145. 


But are the Skyscrapers t00 HIGH? s., conciusion 


the Editors of Fortune present you New York in terms of 
four enigmas. First the enigma of the seaport that grew to be 
the capital of U. S. economy. Then the enigma of New York’s 
estimated $6,000,000.000 income. Next the enigma of New 
York’s relationship to the U.S. as a whole, and why its position 
is resented by the interior. Finally, the enigma of the economic 
power New York has lost to Washington. Tue Trouste With 
New York. Fortune for July. Page 148. 


) 
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AND): HARLEM: A gay and tragic revue of the capital 


of black culture and New York’s most wretched slum. Page 78. 


THOSE NEW YORK PUBLISHERS: This is the world, 
or thinks it is, of the New York Intellectual. Page 89. 
HEALTH AND HOSPITALS: New York City spends $32 
million a year, has cut its death rate by two-thirds in 70 years. 
$21,000,000,000 OF REAL ESTATE: Which means 
everything from soaring Rockefeller Center to moderate cost 
housing in Queens. Page 112. 

MANHATTAN HACKIE: The New York taxi business 
rolls in $35,000,000 a year in fares, over 1,000,000 miles a day. 
To Harry Faber and his fellow hackies it stinks. Page 115. 
X-RAY OF A SKYSCRAPER: At 40 Wall Street the 
elevators travel 4,400 miles a week, to carry a population of 
5,000 people to various points within its 927 feet. Page 116. 
GIRLS, GIRLS, GIRLS, GIRLS, GIRLS: They bring the 
glamour to Broadway—but not the profit. Billy Rose got that 
by adding food, liquor, dancing, ummph—and elaborate cost 
accounting. Page 119. 

ABERCROMBIE & FITCH: A shop for sportsmen, where 
harpoon guns, elephant rifles, cocktail shakers, and dog candy 
make the great outdoors habitable for the classes. Page 124. 
VICE: It’s not what it used to be. The great empires of 
organized prostitution, gambling and narcotics are broken. 
The free lances now ply their trades, with little glamour and 


less profit. Page 48. 


UPPER FIFTH AVENUE: Once the home of the Dollar 
Makers of The Golden Age. Page 80. 


EAST SEVENTIETH STREET: In whose tree-lined 
shade live the men upon whose shoulders the cloaks of The 
Golden Age have fallen. Page 82. 

THE PENNSYLVANIA STATION :: Clearing 139,000,000 
passengers a year on their way somewhere else. Page 132. 
TRANSIENT’S NEW YORK: The life of the convention 
delegate. The shopper and sightseer from out of town. The 
hotels, their character and their clientele. Page 10. 
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Promotion 
Review 


“Calling All Women” is the title 
of a very attractive brochure deal- 
ing with day time programs which 
NBC has just sent out. It is printed 
in two colors, and the cover is a 
solid blue, with the title inserted 
in white and buff. Along with it 
came a clever letter asking if the 
recipient had been home with a cold 
recently. In that case, the letter 
said, he might have heard some of 
these programs, but otherwise day- 
time broadcasting is a veritable no- 
man’s land. 


* * * 


True Story asks us in a letter if 
we ever wonder what a wage 
earner looks like, and proceeds to 
tell us, in terms of one John Gard- 
ner, carpenter of Wichita, Kan. 
What makes the letter unusual is 
the enclosure of four snapshots, one 
showing Mr. Gardner at work, an- 
other showing the exterior of his 
home, another showing Mrs. Gard- 
ner in the kitchen, and the fourth 
a family group at ease in the liv- 
ing room. 

* * * 


Popular Science tells us that its 
circulation bonus of 1,476,787 dur- 
ing the past eight months is “all 
velvet and a yard wide” with a 
clever little self mailer which has a 
piece of velvet pasted on it, in such 
a manner as to form part of a chart 
which shows how much “velvet” 
circulation was delivered with each 
issue. 

* » ” 


The value of summer radio is the 
subject of a colorful spiral bound 
brochure of CBS, titled, “Bee as in 
Broadcasting,” and depicting a bee 
perched in exactly the right place 
on a flower on the front cover. In- 
side the book recounts the stories 
of numerous busy-bee advertisers 
who stay on Columbia through the 


summer. 
* * * 


The Chicago American has a new 
presentation which it is showing in 
the right places, and which is note- 
worthy for the manner in which 
it presents statistics on surveys of 
families having babies during the 
month of October, 1938, of couples 
getting marriage licenses _ that 
month, and of families buying new 
cars during the month. 

The piece is a big one—about 
14x20—planographed in two colors, 
spiral bound and cellophane cov- 
ered, and the material, consisting 
of readership studies among the 
groups mentioned, is presented in 
breezy, easy-to-follow fashion. 
Featured are actual lists of the 
people interviewed, hundreds of 
pictures of their babies, and several 
of their homes. The introductory 
pages get attention with a good- 
natured ribbing of surveys in gen- 
eral. 


x * ay 


“The Story of St. John and the 
Grabbit” is the title of a sprightly 
brochure which Esquire-Coronet, 
|Inc., has just sent out relating the 
| facts and figures with reference to 
a 56-line ad in its December issue 
for St. John Mfg. Company and a 
device for retrieving strayed golf 
balls which is known as a Grabbit. 


Impressive and interesting is the 
handsome 64-page, 11x14-inch book 
of KFAR, Fairbanks, Alaska, called, 
“From the Top of the World to 
You.” It’s a beautifully done mar- 
ket story, told in pictures and easy- 
flowing text, and is likely to give 
you a lot of new ideas about Alaska 


as a market. 
- > 7 


“Selling Automobiles in the Bos- 
ton Market” is being circulated by 
the Boston Globe, the facts and 
ifigures for 1937 and 1938 in six 
| price classes being relieved by an 
| interesting story of the growth and 
development of automobiles, writ- 
lten by James T. Sullivan, who 
| probably ranks as the oldest work- 
|ing automobile editor in the world, 
since he’s been on the job on the 
Globe since 1902. 
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ADVERTISING AGE 


June 26, 1939 


Voice of the Advertiser 


McDonald Adds Fuel 
to Television Fire 


To the Editor: My attention has 
just been directed to the article on 
Page 15 of your June 19 issue, 
wherein Frank E. Mullen, 


of Radio Corporation of America, 
takes issue with the position taken 
by the Radio Manufacturers Asso- 
ciation at their annual meeting in 
Chicago on June 13. 

His stand is, to 
amusing. The 


say the 


vice-presidents of 


RCA should arrange to get together | 


and compare notes on their actions 
more often. 

The facts are that it was decided 
at the April meeting that a release 
should be 


out exaggeration. 
special television publicity commit- 
tee was appointed by A. S. Wells, 
president of RMA. On that com- 
mittee were James Knowlson of 
Stewart-Warner, chairman; H. C. 
Bonfig, vice-president of RCA; 
W. R. G. Baker of General Electric; 
Powel Crosley of Crosley Corpora- 
tion; J. M. Skinner, with J. R. 


Howland as alternate, of the Philco | 


Company; and the writer. 

This committee had its first meet- 
ing in April. After careful prepar- 
ation a completed draft of the pro- 
posed release was mailed to the 
various members of the committee 
for study. On the morning of June 
13, before the RMA annual direc- 
tors’ meeting, this committee met at 
the Stevens Hotel and approved the 
release after minor editing had been 
done by Mr. Bonfig of RCA. The 
final committee-approved form was 
then submitted to the annual board 
meeting of RMA that morning, and 
one or two additional minor changes 
in this release were made, in Mr. 
Bonfig’s presence, by the board, and 
it was then unanimously adopted 
by the board and authorized for re- 
lease to the press. 

There was not 
vote. 


one dissenting 


E. F. McDONALD JR., 
President, Zenith Radio Cor- 
poration, Chicago. 


Thugs Seek Payroll, 


Steal Magazine Copy 


To the Editor: Readers of the 
Brewers Digest saw nothing unusual 


in the regular June issue of the 
magazine. To the editors, however, 
the June issue was probably the 


most unusual in their experience. 

It was the second June issue for 
1939, and, the editors say, they 
think it is even better than the first 
June issue. 

The first June issue was taken 
for a ride Gangsters broke into 
the Beloit, Wis., postoffice hoping to 
get away with the fat Fairbanks- 
Morse payroll Instead they got 
most of the copy for June issue 
number one. 

Vexed by this wanton fillip of 
hussy fate, the editors, who worked 
night and day to give their brewing 
industry readers another June issue, 


still wonder what ash-can or aban- 
doned barn houses the deceased 
original 


FRANKLIN BANDY, 
Managing Editor, Brewers 
Digest, Chicago. 


The Winnah! ” 


To the Edito1 In connection 
with a cooperative advertisement 
for Detroit's Annual Police Field 
Day publication, the advertising 
agencies for the six participating 
breweries were invited to submit 
copy and layout for two pages fac- 
ing The entries were keyed by 
number si not to disclose the 
identity of the agency by whom it 
Was prepared 

By a vote of 5 to 1, the adver- 
tisement bearing the headline “Caps 
Off! <A Toast to Detroit’s Finest” 
was selected This advertisement 
was prepared by Bass-Luckoff, Inc., 
counse for the Detroit Srewing 
Company, brewer of Oldbru Beer 

Louts Bass, 
Bass-Luckoff, Inc., Detroit 


This department is a reader's 


vice- | 
president in charge of advertising | 


least, | 


put out by RMA tell-| 
ing the truth about television with- | 
To that end a| 


| my 


forum. 
NOVEL IDEA 


Big Oaks... 


To the Editor: 
oak tree measures 


and has a spread of six feet. There 


Letters are welcome. 


| 
| 
| 
| 
| 


| 
| 
| 
| 
| 
| 
| 


| 
| 
| 
| 
| 


This composition | 
eight feet tall | 


are one thousand leaves on the tree} 


—each two leaves being sewed to- 
gether, top and _ bottom, 
an envelope. Into each envelope is 
inserted a letter from a_ happy, 
satisfied and pleased customer. 

The letters are dated as far back 

1914, and in general, they tell 
of a pleasant and satisfactory trans- 
action in the furnishing of homes. 

I have some five thousand letters 
that could be placed on the tree 
but, of course, the size of the tree 
prohibits my displaying all the let- 
ters. Since the tree was _ photo- 
graphed, I have secured a_ basket 
into which the remaining letters are 
placed. 

The tree stands conspicuously in 
lobby and old customers and 
prospective buyers are permitted to 
read the letters and, of course, re- 
turn them to the envelopes. 

The letters are from customers 
furnishing complete homes and do 
not include purchases of single 
items; so one can see that it is quite 
a feat to make so many people 
happy with their purchases, taking 
into consideration that the average 
purchase consists of bed room suite, 
living room suite, breakfast suite, 
floor covering and, in some cases, 
dining room suite, or dining ensem- 
ble, not to mention the smaller items 
necessary to complete a home. 

ROBERT W. CALDWELL, 
New York. 


as 


v v v 
Says Competitor Is 
Best Copy Tester 
To the Editor: All this contro- 
versy regarding pre-testing of ad- 
vertising copy has run ragged. A 
few years ago, one of the top-| 
notchers in advertising was Charles 
Austin Bates. He conducted a de- 
partment of advertising criticism in | 
an advertising publication. 
was with him when he was shown 
a piece of copy which had been 
run, and he was asked if it was a 
good advertisement. “Did it pull?” 


he asked. “It sure did,” replied the 
advertiser. “Then it is!” was 
3ates’ laconic .answer. 

Recently, I was shown a set of 


forming | 


six advertisements that had been 
run. The returns from each of the 
six had been carefully tabulated. 
Shown to a score or more of agency 
experts, not one of them came 
nearer than a score of 29 out of a 


possible 60, while some of the A-1 | 
| and New York, 


copywriters were as low as 15. 

Not long ago I showed a page to. 
be run in The Saturday Evening 
Post. Asking the head of one of 
New York’s most successful agen- 


cies how many dealer replies I| 
might expect, he said “75, or pos- 
sibly 100.” His first assistant 


said: “If it pulls 50 or 60 you'll do| 
well.” The company for whom it | 
wes to appear said it was “a two- 
cent advertisement,’ because I 
would not undot an “i” nor uncross | 
a “t.” The final result still holds, 
I am told, the Post’s record for 
dealer replies,—1,672 out of a pos- 
sible 3,000 dealers in the United 
States and Canada, or better than 
50 per cent, answered that page. 
The text of this page was built 
from what I gained from talking to 
80 or 90 dealers handling competi- 
tive products, but without disclos- 
ing one word about what I had up 
my sleeve, and shortly to be offered 
them. My copy virtually repeated | 
the features which they thought | 
would make their product better, 
and all of which features my prod- | 
uct possessed. 
If there is any better way of pre- | 
testing copy than getting your com- | 
petitors to tell you what they 
wished their products had in the 
way of improvements, then I'll lay 
my bets with Kenneth Collins to 
point them out. 
GripLey ADAMS, 
Weehawken, N. J. 


vy | 


Quick, Boy, 
Page Mr. Whalen 


To the Editor: I read with a) 
great denl of amusement a news| 
story reporting Grover Whalen’s | 
dissatisfaction with the “‘bad press” | 
the Fair has received. “Publicity | 
has been decidedly off key so far} 
as officials are concerned,” the ar-| 
ticle stated. 

The reason for this is not hard 
to understand. Any good public 
relations man knows that the first | 
place to begin any such effort is at 
home. No amount of dedications 


or speeches by Mr. Whalen can 
overcome the stories of terrific 
prices, of exhibitor grievances or 


public apathy. 

Only when Mr. Whalen has 
cleaned up his own back yard can 
he expect a more sympathetic and 
cooperative attitude from press and 
public. 

HARRY TANKOOS JR. 
New York. 
v v v 
Skepticism Remains 


To the Editor: Like another of | 


I once | your readers, I too wonder how two 


airlines could advertise “the short- 
est route” from Chicago to New 
York. 

I thought I had the answer when 
Mr. Johnson of United Airlines pre- 
sented his proof on Page 16 of the 
June 19 edition of your paper, but 
on careful reading of United’s ad, 


WINNER IN AGENCY COMPETITION 


(ids (errs 


rt ent ame C8 
Chene! 6 SOCETA ERTS XN 
(Lamas MaDe ORE WiNG CO 
COLBI( BOL winG CO 


Scwmis! selene ce 


AOPPIT? MLLORERS Ome 7 


| READ ABOUT 


| 
I find nary a mention made of their 
Chicago-New York route. 
From what I can discover, United, 


American and TWA all have the | 


| same flying time on non-stop runs 
| between Chicago and New York. 
Therefore, if all three lines fly non- 
| stop in three hours and fifty-five 
| minutes, why all the shouting about 
“the shortest route.” 

While we are on the subject, I'd 
like to know as a matter of infor- 
|mation which airline originated 
'non-stop flights between Chicago 


E. J. REESER, 
Nash Motors Division, Nash- 
Kelvinator Corporation, Detroit. 
[Editor’s Note: TWA is credited 

with having inaugurated non-stop 

flights between Chicago and New 

York. ] 


— a a 


First Theme Song? 
To the Editor: 


tain prizes to students of the schools 
of the District of Columbia, and in 
connection with these exercises the 
Marine Band was asked to be pres- 
ent and play for the crowd. In 
honor of the occasion, the leader 
of the band, John Philip Sousa, 
composed a new march which he 
called “The Washington 
March.” It became probably the 
best known and most widely played 
of all his compositions. So famous 
did that March become that in many 
countries all two-steps were called 
“Washington Posts.” 

It is amusing to note that the 
dedication of this music 
Washington Post, so many years be- 
fore the invention of radio, made 


‘the Post probably the first of all 


companies to have its own theme 


| song. 


In honor of the 50th anniversary 
of the first public performance of 
“The Washington Post March,” the 
Marine Band, under the direction of 


Potomac Park, Washington, D. C. 
RAOUL BLUMBERG, 
Promotion Manager, 

Washington Post, Washington, D. C. 


Dear Sunset :—Our 
magazine 


plies from prospective 


On June 15, 1889, 
|the Washington Post presented cer- 


Post | 


to the} 


SUNSET 
Be 


IF YOU DEAL WITH BUILDERS, 
‘*NEW JOBS AHEAD’ ’ 


first 
(February issue) 


Compares Air and 
Auto Travel Costs 


To the Editor: As one who is 
| vitally interested in your comments 
}and reproduction of informative ad- 
\vertising pieces, I submit for your 
|attention the attached airline sched- 
ule in which we make a direct com- 
|parison of plane and train travel 
costs to show our prospects and 
passengers exactly what they save 
between modes of travel. 

This week we circulated another 
printed piece which gives informa- 
tion regarding the cost of motoring 
as compared with that of air travel. 

As a matter of information, I 
wish to advise that since we have 
inaugurated into our advertising, 
direct comparison of costs, we have 
found it profitable to the extent of 
‘making money for the last 16 
| months. 


GEorGE E. Bounpns, 
Director of Advertising, Chi- 
cago and Southern Air Lines, 
Robertson, Mo. 


| 


v v v 

For the Record 
| To the Editor: I would like to 
|call your attention to a detail in 
‘connection with your account of my 
'lecture before the Society of Typo- 
graphic Arts in ADVERTISING AGE, 
June 12, which with one exception 
was very ably reported. 
| For the record, I should like to 
| point out that I did not say that the 
11938 Dodge advertisement “met all 
| specifications.” Actually it occupied 
|the screen on which I discussed 
| lack of. design in much of contem- 
|porary advertising. 

No specific ‘criticism was made 
concerning this piece of copy. 

De Forest SACKETT, 
Chicago. 


v v v 
Utter Frankness? 
| To the Editor: The news item in 
| your June 19 issue regarding the 
addition of a man by Brooke, Smith 
|& French “to do special creative re- 


| William Santelmann, second leader,| search work” seems worthy of a 
'rendered a Sousa program on June crack in your “Rough Proofs” de- 
|15 at the District War Memorial in partment. 


Or is it just B-S-F’s idea of utter 
| frankness? 


MILTon J. BLAIR, 
New York. 


ad to appear 
brought in 


home builders 


in your | 
1250 re- 
inquiring 


about our new Master Kraftile. 


| 
| 
We consider these 


Sunset 
prospects for new homes or remodeling. 


inquiries as Class A 
After re- 


plying to them, we parcel the names and addresses 


out 


to West Coast dealers 


in what we call our 


“New Jobs Ahead Program.” 


You should see how hungry the trade is for these 


Sunset “leads”. 
zine’s acceptance by the 


Guide, Philosopher, 
| & Friend in 
225 000 western 


ove) 


homes. 


LANE PUBLISHING Co 


San FRANCISCO 


It’s as fine a tribute to a maga- 


trade as I’ve ever seen. 


C. W. Krarrt, President 
Kraftile Company 
Niles, California 
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FOR LUCKY DRIVERS 


HIGHWAY 
SWEEPSTAKES 
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Duplay @ en De rea: window 
o your car 


Duve sately —be the few te 


meet the Morte Man 


Three awalds will be made each 
Saturdoy —$25 (Won) $45 (Place) 
end $10 (Show) —unnl the 
ond of the Sweepstakes & an 
mounced Lach award will be 
made sf an unannounced and 
dufterent lecaven om Pighways 
within 40 mules of Berton 


Last weeks Winners 


Semone Bed Dorchester 


Carnegie, Soe 
§ yk yo J a Beets 8 ln Gun, 
goo 4. Carrot, 1) Bamands she 
jk made oo Comcerd ternyine % Gmeeuss 
wins 500 


—, Lone go fe tet . es on oe. 
Bece Brook Peer Guier® (cee 
wa Sate on Monten Ss. coven 

Awarde: C 
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GET YOUR STICKER TODAY 


Moxie encourages safe driving in New 
England with an unusual newspaper 
compatge. 


tediclous Use of 
Advertising Held 
Aid to Schools 


New York, June 20.—School chil- | 
dren ought to be taught the dis- 
tinction between good and bad ad- 
vertising, and encouraged to make 
intelligent use of the former rather 
than to become suspicious of all ad- | 
vertising. This is the view urged | 
by Edward J. Storey, author of | 
“Playing Fair With Future Health 
Consumers” in the current School | 
Board Journal. Mr. Storey is di- | 
rector of the department of health | 
and physical education of the 
Mamaroneck, N. Y., public schools. | 

Mr. Storey terms rules, regula- 
tions and ordinances against the use | 
of advertising material in the) 
chools “an impractical philosophy,” 
and asserts that it was the pervad- | 
ing method of the disastrous com- 
petition of a generation ago. 


Can't Ignore Forces 


“No longer can we be ‘subject , 
minded’ and live in our classroom 
cubbyholes, oblivious to the eco- 
nomie and social forces of the out- 
side world,” he declares. “They are 

part of our schoolroom whether | 
we will admit it or not.” 

He urges consideration of the in- | 
hibitions created by misleading ad- | 
vertising, the “unlearning” of them | 
and the opportunity to learn the | 
truths. 

“When desirable products make | 
constructive attempt to help peo- 
le by educating them to a new. 
science of eating, keeping clean, or 
improving their personality, then 
we should cooperate with them to 
help them sell their goods.” 

Mr. Storey praised the many fine 
examples of advertising concerning 
citrus fruits, dairy products, milk 
and meats and pointed out that 
much of this advertising material 

rforms an additional service in 
timulating interest in Beography, 
cience and history. 


Gets Rose Account 


Meldrum & Fewsmith, Cleveland, 
s been named to direct the adver- 
ng of Jackson & Perkins Com- 
ny, Newark, N. Y., grower of 


es. The company is sponsoring 
Garden of Roses at the New 
k World's Fair. Magazines, radio 
nd direct mail will be used. 
Introduces Wisk 
Sales Affiliates, New York, will 


n introduce Wisk, depilatory, in 
newspaper and magazine cam- 
gn. The product will be sold in 
iuty shops. Grey Advertising 
\gency, New York, is in charge. 


‘Mo: oxie , Encourages: 


Sate Driving 
with Cash Awards 


Boston, June 21.—The Moxie 
Company has launched in Greater 
Boston a newspaper campaign 
called “Highway Sweepstakes” 
which features cash prizes to mo- 
torists who drive safely and dis- 
play on their windshields or rear 
windows a special label urging safe 
driving and Moxie drinking. 

Spotters are located on main 
highways throughout the area and 
the lucky motorist who carries the 
Moxie sticker and is driving care- 
fully gets an aware. There are 


| three cash prizes, $25, $15 and $10.) 

To encourage dealers to help in 
the distribution of Moxie stickers 
retailers who furnish winning stick- 


of Moxie. 


Joins Ferry-Hanly 

Brad W. Stout, formerly art di-| 
rector of Cook Paint & Varnish | 
Company, has joined the art depart- 
ment of Ferry-Hanly Company, 
Kansas City. 


New Title for Kemp 


Arthur J. Kemp, formerly sales 
manager of the Columbia Pacific 
network, has been named Pacific | 


tcctateemese< System, Los anges. 


ers receive from one to five cases | 


Coast sales manager of Columbia | 


‘Sen Antonio Drive 


Cost $76,234, 


Report Discloses 


| San Antonio, June 21.—This city’s 
|municipal advertising commission 
spent $76,234 on its campaign be- 
tween Jan. 1, 
1939, the official report disclosed 
today. Copy and other promotional | 
| activity produced a total of 35,480 


‘inquiries at an average cost of | 


| $2.14. 

$68,537 for Advertising 

| Of the total expenditure, $68,537 | 
| was spent for advertising, with op- 


lation prov ue for the campaign | 


© 6h inn, quminar on a 
Hh NE : eo 
mn “ 


1937, and May 31, | 


erating costs taking $7,696. Legis- | 


became operative Jan. 1, 1937, but 
because of litigation and other at- 
tempts to prevent the advertising 
program, activities did not begin 
until late last fall. 


Appeal to Five Groups 


The commission used space in 23 
general and class magazines, and 
32 metropolitan newspapers in 15 
cities. It directed its appeal to five 
groups: tourists, teachers, out-of- 
state students, agriculturists and the 
| oil and gas fraternity. In connec- 
|tion with copy aimed at the 
students, seven San Antonio col- 
_ leges have reported a total of 568 
out-of-state enrollments. 

The account has been handled by 
Wyatt, Aniol and Auld. 


INCREASED POWER‘! 
NEW TRANSMITTER! 


NEW TOWERS* 


give you WIDER coverage 
and MORE listeners at 


NO INCREASE IN RATES! 


——— 


WFBR’s NEW SET-UP MEANS A BONUS TO ADVERTISERS 


* 


* 


Towers located in the 
water of Baltimore 
harbor, near the 
heart of the city-- 
for greater efficiency 
and clearer signal. 


RADIO 
CENTRE 
WFBR’S 


new home 


National Rep.: Edward Petry & Co. 


WEBR-RADIO CENTRE-BALTIMORE 


MARYLAND'S PIONEER BROADCAST STATION e BASIC NBC RED NETWORK 


_—_— 
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ADVERTISING AGE 


June 26, 1939 


Charlie McCarthy 
Has a Popular 


Cousin in France 


Pernod, Aperitif Adver- 
tiser, Hits 
Fancy with ‘Arthur’ 


By F. A. MARTEAU 


ently inspired by the most famous 
McCarthy, a new advertising mas- 


the plaudits of French consumers 
and thereby lay stress on one of the 
most spectacularly successful pro- 
motion campaigns in recent years. 

Three months ago nobody had 
even heard of “Arthur.” Now he 
and the slogan created for him— 
“et un Pernod pour Arthur’—have 
become so well known that polit- 
ical cartoonists build puns around 
the expression and consumers 
everywhere order their drinks by 
pronouncing the slogan. All this, 
obviously, is being relished by Per- 
nod, the famous French aperitif, 
and Agence de Plas, which has been 
in charge of the company’s adver- 
tising and which created the new 
character. 


A Man Is Created 


It had been felt for some time 
that a personality was desirable for 
Pernod advertising and M. de Plas, 
head of the agency, came to the 
conclusion that popular sympathy 
always goes to anybody who can 
inspire a natural laugh. The name 
“Arthur” was chosen for its sound, 


The Third Annual (1939) Edition of the 
HAPPY DAYS CCC DIRECTORY 


Containing the locations and personnel of the 


1500 CCC camps and headquarters will be 
published early next month. Closing date for 
advertising forms July 1, 1939. Full par- 


ticulars on request. 


HAPPY DAYS 


The National Weekly Newspaper for the CCC 
Daily News Bulliding, Washington, D. 


Cc. 


Popular 


Paris, France, June 12. — Appar-| 


of all American dummies, Charlie | 


cot has appeared in France to win | 


CUE GUARANTEES 
60,000 FOR 1940 


| AND GOES TO THE TIME-NEW YORKER SIZE AUGUST 12) 


SOPHISTICATED DUMMY WINS THE HEART OF FRANCE 


Aythush DANS ses cae atON® 


Anthuer Oans sec CREATIONS 


bh toici du nour, peau | 
oe = event an ge cae ie 


“ee 
Snome 


~ ix une heure que je ettends | 
tw es un jot chapeau... mals tu n'as pos de montre. 
Si je novels pos ev un tel emi, je a'eurcis pas py 
Vo aussi |} 
- Quel emi? 
+~ Mon “PERNOD”, tu peux fe remercier, sens iui je 
© ovrals pos ev le patience 
Avec un “PERNOD” tu le vols, les heures s'envolent. 
Assieds-tol, Minouche, je vals ten offrir un léger, nov- 
vette formule. 
Gercon...! 


9 P 


Two of the adventures of Arthur, a dummy specially built for use as an advertising character in behalf of Pernod aperitif. 
Insertions in phos French newspapers carry a by-line for occas _— popular wit, who prepared the copy. 


Export Advertising 


Exhibit to Be 
Opened at Fair 


New York, June 20.—A perma- 
nent exhibition of foreign advertis- 
ing created in this country to pro- 
|mote the sale of American products 
'in other lands will be unveiled a: 
the World’s Fair on July 1. The dis- 
play will be provided by the Ex. 
port Advertising Association at the 
invitation of fair officials. 

The exhibit will occupy about 
5,000 square feet in the World 
Trade Center building. Officials 
also hope to add a display of ad- 
vertising appearing in this country 
in support of imported products, but 
plans for that exhibit are still in 
the formative stage. 

The association appointed a com- 
mittee several weeks ago to con- 
sider the proposal of fair officials 
that an export advertising exhibit 
be prepared. Headed by George 
Reinberg, White Laboratories, Inc., 
Newark, the committee decided to 
accept the invitation. 

The announcement by the com- 
mittee called attention to “an ex- 
traordinary opportunity to the ex- 
port departments of American 
manufacturers selling abroad to en- 
| list the interest and cooperation of 
their domestic sales and advertising 
departments.” The display planned 


Allons, M 
rope why maaan 
SRS a, eign Ssh son eee ee 
Gu Ie ele blan.. le poperasse ot ls rales ce wou 


Alors, fai idinston 
une ' oye 6 chac PERNOD 45” 
“ nevveile formule “ ~ tout le monde csuume aol 


eo: que 


vous voir pt & a sourire 
Rien que d'y penser, vous lever déje! 


and for the fact that it is so pop-| | the whole series of heads was cast: Dahl Publishes Book 


ular that it could indicate no one | at one time in a single mould, and | 
in particular. then worked over to obtain differ- 

At first consideration was given|ent individual expressions. It was 
to the possibility of taking an ae thought that a young man’s 
tual person, perhaps an actor, and | head was advisable—for Pernod is 
have him “live” the part of Arthur. | definitely alcoholic. The 30 to 35 
But this was discarded because it| span of age was thought more suit- 
was felt that the effort would sim-|able. The comic side of the per- 
ply resolve itself into another tes- |sonality was watched carefully in 
timonial campaign. Instead, it was | every one of Arthur’s different 
decided that an entirely new “man” | moods. 


would be created. On the Boulevard 


Jointed Dummy Prepared With the heads and body com- 
A jointed dummy was prepared | Pleted Arthur was outfitted from 
which—with head—would _ stand | head to toe with a distinctive ward- 
approximately four feet high. Some |robe. Finally, fully clothed and 
20 heads expressing different emo-| ready, Arthur took his first walk 
tions were prepared by a sculptor;/up and down the Champs Elysees. 
People stopped and looked, asked 
| what he was. When the campaign 
/was started, Arthur had already 
|obtained a considerable degree of 
notoriety. The drive was launched 
with a full page in a number of 
dailies, half and quarter pages in 
| others. 
The first schedule, which is still 
|in progress, shows Arthur on a ter- 
race of a cafe, consoling a girl wait- 
ing for her boy-friend; Arthur and 
a partner playing billiards; Arthur 
visiting his aunt on her birthday, 


| or visiting the tax-collector—all oc- | 


| casions for Arthur to suggest the 
| Consuming of a Pernod. 

All the illustrations are photo- 
| graphic. Live figures are included 


CUE’s circulation is nearing 50,000 today—a significant in- 
crease over its 35,000 of last December. The 
recognition of steady editorial improvement. 

This vigorous circulation growth means 60.000 by winter. 
Therefore. 


reason: wider 


CUE guarantees a 60,000 minimum net paid 


average for 1940 and new rates effective January 1. Adver- 
tisers who take schedules prior to October 15 will be pro- 
tected against these new rates until May 1, 1940: 
1 time 13 time 2th time 
ica 1. BACK COVER.. lors) = $8200—$T 
hi. lors) 600 550 
bakers 2. INSIDE COVERS (and color inserts) 
(4 colors) u Hn 
(2 colors) Th) 1¢ 
3. TWO COLORS on regular Inside Stock ¢ rs t Put ) 
(Full page) 80 535 $52 
oo { page) 140 410 TTT | 
bs 2 4. BLACK AND WHITE.....(Full page) 480 135 12 
1 a { age) a “) 2 
= r page) ) 70 lt 
” nf page) ‘ r . 
I Rate) l ] 
The present basic black-and-white rate of $8-per-page-per- 
; thousand remains unchanged. despite the 35° bigger type 
, : ' ' ; . 
ia page size effective with the August 12th issue. 
E 


The new page-per-thousand-rates for color are substan- 
tially lower than those now prevailing. 


o. bp. KEEP. Publisher. 


Ee eee 


‘to help Arthur go through his 
paces. 
The copy for all insertions is 


being written (and signed) by Ray- 
mond Souplex, well-known “chan- 
sonnier” of the Lune-Rousse, Deux 
Anes, Coucou and Perchoir, famous 
cabarets where wit is the essential 
|part of any song. He broadcasts 
|daily from Radio-Cite and every 
Sunday from Poste Parisien. 
Having become a “living” per- 
| son, thanks to pictures in the news- 
| papers, the walk in the Champs 
| Elysees, presence at the six-day bi- 
‘cycle races, etc., Arthur is also ap- 
pearing in movie shorts. Thus far 
the dummy has not taken an active 
part in the weekly Pernod radio 
broadcast but pleas for this are now 
}under way. 
Arthur has 
reer but he 
far. 


his ca- 
progressed 
agree that the 


only begun 
has already 
Observers here 


character and “un Pernod pour 
Arthur” have caught the popular 
fancy more quickly and more com- 
pletely than any similar advertis- 


ing campaign in this country. 


To Campbell-Lampee 

Stand-Up Tube-Cap Corporation, 
New York, manufacturer of the 
Pedestal cap for collapsible tubes, 
has named Campbell-Lampee, New 
York, to direct its account. Busi- 
ness papers and direct mail will be 
used 


-|by the committee will be similar to 
that prepared for National Foreign 
Trade Week earlier this year. 


on Hotel Promotion 


J. O. Dahl, editorial director of 
Hotel Management and Restaurant 
Management, is the author of “Ad- 
vertising and Promotion for Hotels 
and Restaurants,” recently issued 
by The Dahls, Stamford, Conn. 

Mr. Dahl’s book includes 42 chap- 
ters covering sales promotion, direct 
mail, display, travel promotion, na- 
tional advertising and variety of 
other subjects related to the title. 


New Post for Wales 


James A. Wales Jr., formerly 
space buyer and account executive 
of Wales Advertising Company 
New York, has been appointed sales 
manager of the airplane division of 
Rearwin Aircraft & Engines, Kansas 
City, Kans. 


Doty Joins “Sunset” 


Walter L. Doty, for the past ten 
years account executive with Lord 
& Thomas, San Francisco, has been 
has been elected to membership in|named editor of Sunset Magazine 
the American Association of Adver- |San Francisco, succeeding William ! 
tising Agencies. Nichols, who has joined This Week 


Four A’s Adds Member 


Ball & Davidson, Denver, Colo., 


Guaranteed 


IN PANHANDLE BY 
RAINS! 


LOOKS LIKE: 
64,000,000 — 


“BUSHELS! f 


ot tee 


AMARILLO NEWS AND GLOBE 


AMARILLO, TEXAS 


MORNING — EVENING — SUNDAY 
TEXAS DAILY PRESS LEAGUE, National Representatives 


New York Dallas St 


Chicago 


Louis 


Los Asse" 
————» 


Denver San Francisco 


a te ‘ a ‘ ; * 
: ¥: “AM pe 5 Zone 2 i = cae, a Se aR a PN ic 7 a Pes ER ort oe ‘| ¥ _s nig age ie ; = Seale 2 ® i & : ; “ee f{- eRe ; i, 
.- = | 
* = a ee ee RE LS Po 
* ae a ee ee — ee A LT 
a ; ~ _ — ee — ——_— — : 
a i 7 
— ‘ ~ ~~ 
eS at ae ~~ 
i = Fan ss : e 4 | 
a "ORM Ne | i - 
+) esa Pal C oa js ” he ‘ : ‘ f ‘ 
ree {a Cc — 24 pa . Sg by ; BG ie ; - ; 
ot ogdl Gon Vig ; - me di ae ay . 
Oh E - —_ ~ “ s 4 7. * 4 Be ee | a 
ae : <I 2 i i &. % ater Nes f - ‘ or Bit ms i e ges ! 
Bs. = a ~~ eZ q ut { o , 2 4 3 - ; * . * «oH €& o) ie ; ' 
i a gS ole + oe Ga ay. . } 2h) lie i oo 
. +4 < ge 4 4 %, . Re tie 
ame es | 2 oe ae . | 
5 Po La 08 . ; = , 
bid tu WM puch f ae rec 
a ————__———_—_—___—_—__l Was 4) gerieces: | (eenarss| Z 
aa | Sermac fase aetoe op 43” | On ann 
Falta | 90 5 wetemes dame MORNE a3 0 ee eens ate, | 
in - j ~- “PERNOD 45 Eeeer seems es: | 
Pe bee | Me Soar enn on semen pty mee aes 
is | | Borage, ”* St OS ” 
<e | =omsteres | | Fceeano 45 | 
ie Ti eat de oo never  ® 
a: | "MOO et on rs a (oa Soret aa ane nae 
: Saeee ans | 
Ties — onion wea ‘se eal dn nana gn enero \ . © 6 ewupies 
| fwour / pour Arthur! 
3 oo loa : lo 
| 3s 
| a 
re 
7 #2 ‘ | 
4 5 ———————— == : ——______— 
arte Dee I el SO a permease - rs 
= <= \\ 
‘ wr = SEZ 
/* NEA pO 
oy wm a = = 
Sena 
Rey i \ 

P aaa f 3 ws % ~ rd o yg 
oo \ \ \ Se 4 
aa EE) es 

raphe a t Pe P ‘ : 
; ye 4 oat “sais Pe, 
. s baa Bh » + 
Se 2 ae ae “en 
te a te ‘ gat ie : * Zz xs ¥ a 
j ¥ Tg ‘ 2 at! 2% , 
: o : H pe oy or ~ | ce b. 
co Se! . 
o ht > wae aH v9 es 
. a : 
Zi; Cre “Se * 
0? et , ae : f, 
NAEP a a \ ‘ 
<@ A ‘ , 4 Le 3 . 
a? ys, Ros ' oo! 4 fi 
a a QW <a . € 6 se 
oF os SO + aaa 
‘ © 4° Qo? ot of s “y 
a5 ZX? cat a% 
| CERO. “oS B\ 8 : 
ns 2 ° » Ba \i\ 7 
e «© » ° ro r \ he yh > bey! 
xo eae xe et P MI “e ie i 
2 * : Tt, ee oe 
@ oF ; a * | 
i s eo os oo <° - 4 aon 
| © « — 
' re) e woe < a > ‘dl 
| ets = 
Fe _? ae 
e \ 7, * 4 
~ 
re 
eee ee 
- a ip & sa + 5 an : : : 7 f ¢ / Re x 4 : ; <g 
; : ; al : ne j > » ; . P | oth 3 4 .. 5 - -— ’ zy / " 4 *F3" ~ ’ ae « ae 


Ma- 
rtis- 
pro- 
ucts 
d at 
dis- 
Ex. 
. the 


bout 
‘orld 
Cials 

ad- 
ntry 
, but 
ll in 


-om- 
con- 
Cials 
hibit 
orge 
Inc., 
d to 


com- 
ex- 
| @X- 


Can 
) en- 
yn of 
ising 
nned 
ar to 
reign 


os Anse 


June 26, 1939 


— 


ADVERTISING AGE 


Coming 
Conventions 


June 25-29. Annual convention, 
International Association of Display 
Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ Asso- 
ciation, Hotel Schroeder, Milwau- 
kee. 

July 10-13. Annual convention, 
National Association of Broadcast- 
Ambassador Hotel, Atlantic 


ers, 
City. 

July 17-19. Annual convention, 
Trade Association of Advertising 
Distributors, Benjamin Franklin 
Hotel, Philadelphia. 

Aug. 22-24. National Sign As- 
sociation convention, and Interna- 
tional Sign Exposition, Hotel 
Stevens, Chicago. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 13-16. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Associa- 
tion, Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 
ence on Distribution, Hotel Statler, 
Boston. 

Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Ho- 
tel Stevens, Chicago. 


Polish Maker 
Suggests Gloves 
Without Tips 


New York, June 22.—The female 
of the species who wear shoes 
which expose silk-clad toes will 
shortly be sporting gloves which 
reveal the fingertips, if Peggy Sage, 
Inc., and numerous department 
stores are able to work their will. 
Peggy Sage, subsidiary of the 
Northam Warren Corporation, is 
dividing the cost of newspaper space 
with many leading stores which de- | 
sire to promote gloves that reveal | 
the finger nails—presumably beau- 
tified with Peggy Sage polish. | 

Peggy Sage, Inc., is using this | 
style idea to give impetus to de-| 
mand for three new shades which | 
are described as fragile and provo- | 
cative—Goldrush, Heartbreak and 
Nosegay. Stores accepted the sug- | 
gestion with enthusiasm, since the | 
polish costs but 60 cents, compared | 
with $3.95 for doeskin gloves which | 
permit the proper amount of revela- | 
tion. 

Though the idea is being ex- 
ploited as an ensemble, gloves have 
not left their usual position in most 
if the stores, and the shopper must 
Visit two departments to carry out 
the suggestion. 


Garard Advanced 

James E. Garard, formerly vice- 
president, has been named president 
1f Nutrition Research Laboratories, | 
Chicago, manufacturer of Ertron, 
high dosage vitamin D for arthritis. | 
He succeeds his father, the 


late | 
E. A. Garard. L. C. Hoffman, for- 
merly with Pepsodent Company, 
has been named vice-president. 


Ward Succeeds Boehmer 


George H. Boehmer, 


i 


associated 
with Celluloid Corporation, New 
‘ork, for 30 years, will retire as 
seneral sales manager June 30. Mr. 
Soechmer will be succeeded by Ed- 

rd W. Ward, assistant general 
iles manager. 


State Names Mathes 


M. Mathes, Inc., New York, has 
een appointed to handle New 
rk’s 1939-40 milk advertising 
‘mpaign, for which the state legis- | 
ature has appropriated $310,000. | 

drive will begin in July. 


' 


Form Palmetto Group 


The Palmetto Weekly Press Asso- 
ciation has been organized in Co- 
lumbia, S. C., with W. W. Smoak, 
of Walterboro, as president. C. E. 
Prescott, Hartsville, is vice-presi- 
dent, and Frank H. Wardlaw, Uni- 
versity of South Carolina, secre- 
tary-treasurer. 


Agency for Anchor Glass 


Anchor Hocking Glass Corpora- 
tion, Lancaster, O., manufacturer 
of glass containers and pressed table 
ware, has appointed United States 
Advertising Corporation, Toledo, as 
advertising counsel. Carl U. Faus- 
ter is account executive. 


Lighty Appointed 

Kent Lighty, New York, has been 
appointed national advertising rep- 
resentative of the Medical Directory 
of New York, New Jersey and Con- 
necticut, publication of the Medical 
Society of the State of New York. 


Sample Distributor 
Seen As Aid to 
Market Research 


New York, June 20.—Professional 
door-to-door distributors of adver- 
tising material should play a more 
important part in conducting field 
surveys among both consumers and 
dealers, it was asserted here last 
weekend at a three-day meeting 
of Advertising Distributors of 
America, Inc. 


Gives Case Histories 


George Johansen, secretary-treas- 
urer of the association, said that 
distributing organizations have un- 
paralleled facilities for market re- 
search work. He recited several 
case histories and urged those pres- 
ent to take advantage of the in- 


creased emphasis on factual field 
information by advertisers. 

The promotion of house-to-house 
sampling as a primary advertising 
medium was urged by Herbert S. 
Richland, sales promotion manager 
of the association. He said that the 
ADA is undertaking a campaign in 
‘an effort to persuade agencies to 
consider the sampling medium as a 


“must” item in the advertising 
budget, instead of omitting it en- 
tirely or adding it as an after- 


thought. 


Sampling Practice Lauded 


Harry L. Adams, former divi- 
sional sales manager, Borden Com- 
pany, represented the advertiser’s 
viewpoint. He asserted that “sam- 
pling is the best kind of sales pro- 
motion a food advertiser can use; 
it skips the advertising obstacles. 
In one sample you can accomplish 


21 
leverything any advertising can ac- 
‘complish. It gets the product 
| tried.” 


It was revealed at the meeting 
that house-to-house distribution of 
| samples and advertising material 
reached a new peak last year with 
a volume of $260,000,000. This 
record was established, it was 
pointed out, despite the growth of 
radio, which encourages distribu- 
tion of trial packages by mail. 


Heads Texas Group 


Walter Buckner, publisher of the 
San Marcos Record, has been 
elected president of the Texas Press 
Association. 


Joins New York Agency 


Virginia Osk, formerly of the Co- 
vent Company, New York, has 
joined the copy staff of Baker, Gor- 
don & Burton, New York. 


LABOR AND MANAGEMENT 


Labor Leaders Buck “Anti” Swing 


Admit change in public opinion has slowed them 
up but see some compensation in disciplining of unions 
that “had lesson coming to them.” 


Six montus after the state-by-state 
elections which knocked down union- 
sponsored candidates in profugion, or- 
ganized labor this week was still facing 
a “conservative swing” of public opinion. 
Stiffer state labor laws (page 20), con- 
tinued pressure for amendment of the 
Wagner Act, public impatience with tie- 
ups of jobs no matter how good the 
grievances, and a series of legal re- 
verses are all parts of the anti-union 
reaction. The Supreme Court’s crack- 
down on sitdowns (BW—Mar4'39.p14), 
the $711,932 penalty imposed on a 
hosiery union in the Apex case, and last 
week's decision in a celebrated Kansas 
City case which permars.s 
the pow ork eas 
ment W 
boycotts 
are all ty 


Insists 
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to which group h: 
by the courts and 
Relations Board.” 
Within the unior 
within their federati 
had important effects. 
CIO. and AF.L. 1 
against each other, t 
heavily in unity 


ganization-wise have made C.1.0. some- 
thing quite different from the national 
juggernaut it was two years ago. Today 
it is powerful and well-directed so far 
as mine workers, textile workers, men’s 
clothing workers, steel workers and elec- 
trical manufacture workers are con- 
cerned, and is marking time with nu- 
clei of various sizes and uncertain poli- 
cies in several other fields. The numbers 
are there in the U.A.W., but the admin- 
istrative ability is missing. 


imball appointment 
means that the New Yorl and Pitts- 
Surgh headquarters of U. 8. Steel 


Within the A-F.L., jurisdictional 
fights are no worse than they often 
have been— Mayor LaGuardia had to 
speak sharply to the building trades 
groups on a huge New York housing 
job last week—but the older federation 
is having trouble lining up its forces in 
a national front. Having gone on record 
several times as favoring extensive Wag- 
ner Act revision, it now must ignore 
what everyone else knows—that its 
rank and file is only luke-warm for such 
changes where it isn’t definitely against 
them. And the net result is to weaken 
the legislative pressure power of the 
federation. 


What Off-Record Poll Shows 


The labor leaders know that the na- 
tion-wide conservative swing is no jok- 
ing matter. Polling a number of them 
in off-record conversations recently, 
Business Weex gathered these impres- 
sions of how they are reacting, and 
what policies may be reached: 

For the C1.0.—The idea is to take 
things at hand first, get a renewal of 
John L. Lewin iining contracts 
isive bargaining 
igning against 
Meanwhile, the 
g Committee 
been consoli- 
re 590 plants, 
ip, with pub- 
drive against 
which kept 
e big strike 
g branch of 

forward 
Iman leads 
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> Workers 
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labor movement, but beheve that it 
hurts C.1.0. more than it does A.F.L 
And with 1940 just around the corner, 
the Republicans in the craft-union ex- 
ecutive council can’t see much sense in 


joining hands with the strongly pro- 
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ADVERTISING AGE 


Retailers Battle 
Chicago Limitation 
on Liquor Outlets 


Chicago, June 22.—A bitter court 
battle over the constitutionality of 
the new Cook County ordinance 
outlawing the sale of alcoholic 
beverages in all but exclusive 


liquor stores and taverns was in| 


prospect this week as drug, depart- 
ment and grocery stores began to 
rally their legal cohorts. The meas- 
ure, passed by the city council 
takes effect Nov. 1, 1939. At the 
same time, the council raised the 
annual liquor license to $700. Clos- 


ing hours are extended to allow the | 
|recent coal strike revealed that busi- 


taverns to pick up some extra 
money with which to meet the 
added charge, and a special license 
is established for cabarets and res- 
taurants, clubs and bowling alleys. 

While drug, department and 
grocery 
challenge the city’s action, distillers 
and brewers climbed high on the 
tence, out of the path of flying 
missiles. Distillers appeared less 
concerned than the brewers over 
the elimination of thousands of out- 
lets. The latter pointed out that 
many women who like to pick up 
a supply of beer for family con- 
sumption at grocery or drug stores 
are likely to strike this item from 
their shopping list when the tavern 
is the sole outlet. 


Phases of Debate 


The Women’s Christian Temper- 
ance Union is among the advocates 
of confining the so-called liquor 
traffic to stores specializing in it, on 
the theory that children are not 
likely to be exposed to the tempta- 
tion which might exist were the 
goods available in drug and grocery 
stores. Proprietors of the latter, 
however, contend that when liquor 
is on sale alongside a_ thousand 
other items, childish curiosity as to 


Kadio tamilies at 34 ¢ 
per thousand ? Where ? \\ ofcourse! 


w 


WNAX is your primary daytime outlet 


to 3,917,000 people — 719,500 radio 
—_ homes. 
‘And, of course, you Those people—in five states—lowa, 


can buy WNAX in 
combination with 
the lowa Network 


at an exceptionally 
low rate, 


stores were preparing to)! 


its effects is likely to be absent be- | 


cause of the familiar surroundings. 

The tavern owners, on the other 
hand, point out that before prohibi- 
tion, liquor was sold only in saloons, 


and that the exclusive dispenser is | 


more conscious of his responsibili- | 
ties and more capable of discharg- 
ing them than the retailer to whom 


liquor is merely a sideline. | 


Strike Boosted | 
Litebuoy Sales in | 
Pittsburgh Area | 


Pittsburgh, June 21.—Sales exec- | 
utives of Lever Brothers Company, | 
attending a_ sectional conference 
here, last week came face to face 
with an economic paradox when 
analysis of Lifebuoy and _ other 
Lever soap product sales during the 


ness reached a new high for the 
year. 

Commenting on the apparent fact 
that idle men wash and shave with 
greater regularity than when they 
work, L. H. MacLeod, division man- 
ager, said: 

“Experience has shown that in 
off-times the soap business can hold 
its own and even forge ahead. We 
have found that unemployed per- 
sons, particularly workmen, use 
more soap. Whereas they wear dark 
shirts to work, they wear white 


ones which require more washing 
when they are not working. They’ll 
shave once a day when busy, but 


will shave more often when they | 


are idle.” 


Ben Hur to Waters 


Behr & Hirtenstein, Inc., New 
York, manufacturer of Ben Hur 
hair ornaments, has named Norman 
D. Waters & Associates, New York, 
to handle its account. 


Campaign for Dole 


Dole Hawaiian pineapple juice 
will be promoted extensively in a 
summer newspaper campaign in 20 
cities beginning July 10. N. W. Ayer 
& Son, Philadelphia, is the agency. 
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It's no secret why programs pay out on 
WNAX. It's the station where 5,000 watts 
do the job of 50,000. But, rates are right 
in line with the 5,000 watts power. 


Frequency tells the story—570 K. C.— 
plus ideal soil and climatic conditions for 
radio transmission. | 


Nebraska, 
Dakota—last year spent $891 ,466,000 for 
the things you're trying to sell. 


WNAX rates enable you to buy these | 
719,500 radio families for as little as 3// | 


North and South 


Minnesota, 


* cents per thousand. You ask how? Just 
drop us a line, or call your nearest Katz 
Agency office. 


YANKTON, $.D. + 570 Kilocycles » CBS 
5000 WATTS L.$. * 1000 WATTS HIGHT 
Represented by THE KATZ AGENCY 


Key toa 5-STATE, $900,000,000 MARKET in the MIDWEST 


. Getting Persona] tient! Mystery 


Rambling ’round the AFA convention: Jack Rodger, Western v.p., 
McGraw-Hill Publishing Company, motored East with his wife and 
two children for the big confab. The party plans to return via 
Washington... 

Virginia E. Porter, Libby, McNeill and Libby, typifies a girl who 
knew what she wanted and went ahead and got it, for which she 
received the Josephine Snapp award as the outstanding adwoman of 
last year. She studied journal- 
ism and home economics at Wis- 
consin U, and has been using 
that background ever since in her 
home economics and advertis- 
ing work for Libby. Incidentally, 
she started with her present em- 
ployer a week after her gradua- 
tion from college and has been 
there for ten years... 

Lone female representative 
of Canada at the convention was 
Margaret Brown of Toronto... 
William Ellyson, Jr., business 
mgr., Richmond News-Leader, 
thought he was saving himself 
considerable trouble when he 
mailed himself the material for 
his talk before the Newspaper 
Advertising Executives Associa- 
tion. The package was lost 
somewhere in the environs of his 
hotel, with the result that he had 
to waste much time finding it 
before he could make a belated 
appearance for his talk. . . 

Col. Leroy Herron, NAEA 
prexy and advertising director, 
Washington Star, makes a model 
chairman for meetings. The 
NAEA sessions under his direc- 
tion were handled with neatness 
and _ dispatch. That was a 
gorgeous waistcoat George M. 
Slocum, AFA president and publisher of Automotive News, wore at 
the opening exercises. . . 

Chester Sloane, prom. mgr., Parents’ Magazine, had his little joke 
with the burly cop guarding the entrance to the exhibit area. Since 
Parents’ was an exhibitor, Sloane had every right to enter, but the 
diligent officer stopped him every time he tried to come in. When 
pressed, Sloane would flick his coat lapel and display his badge con- 
cealed there. . . 

J. M. Mathes, the agency head, is a Dartmouth, man, class of ‘11. 
He has just been chosen a member of the athletic council of the Han- 
over institution. .. C. J. Coburn, J. Walter Thompson Company, press 
bureau aide, is on vacation... 

S. G. Alexander, media director, H. M. Kiesewetter agency is 
honeymooning at Miami, Nassau and Havana... A Hot Springs, Va., 
honeymooner is R. J. Brewster, of J. Walter Thompson Company’s 
Los Angeles radio dept. . . 


OLSON KNOWS COWS 


John E. Olson, art director, Leo Burnett 
Company, Chicago, recipient of honor- 
able mention in the Advertising Men's 


Ninth Annual Cow Judging Contest 
sponsored by Hoard's Dairyman, proved 
he's no stranger to the bovine sect. 


SEEING IS BELIEVING 


A couple of radio executives return from the lakes of Maine with tangible evi- 
dence of their luck; M. Crawford Tompkins (left), account executive, and 
Harold E. Fellows, general manager, Station WEEI, Boston. 


Barney Cory, who doubles in brass for McCann-Erickson, Inc., Chi- 
cago, as publicity director and farm copy writer, is telling his asso- 
ciates of a new six and one-half pound daughter, who weighed anchor 
June 20. The little miss will be given her mother’s name—Caroline. 

Ray Peterson, a.m. of Stokely Bros. & Co., Indianapolis, was injured 
recently when struck by a golf ball at the Highland Golf and Country 
Club course. . . Albert Greenfield, a.m., Raygram Corporation sailed 
June 24 for Havana and took his trusty Leica along with him. . . 

Frances Wenrich, Frank Howley Advertising Company, Phila- 
delphia, has sailed for a trip through South America. . . Margot Bur- 
vant, secy. and space buyer for Stone-Stevens-Howcott-Halsey, started 
her 20th year as treasurer of the Advertising Club of New Orleans 
when she was re-elected to the job recently. . . 

Jack Hunter of Ross Llewellyn, Chicago agency, won the blind 
bogey and first low gross at the Dotted Line Club tournament a few 
weeks ago. First low net winner was Bob Hitchcock, Buchen Com- 
pany... 

Purnell Gould, commercial mgr., WFBR, Baltimore, celebrated the 
moving into brand new studios by becoming a father of a sort—at 
least the blessed event was under his management. A farmer in his 
spare moments, Gould’s Berkshire sow crashed through with a litter 
of seven little pigs a fortnight back. . . 

H. H. Kynett, Aitkin-Kynett Company, Philadelphia, is traveling to 
California and Canada. .. Mr. and Mrs. F. A. Miller (president of the 


South Bend Tribune) are observing their 47th wedding anniversary 
this month... 
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Is Just Incense 
to the FTC 


| Washington, D. C., June 20.—The 
| Federal Trade Commission today 
called the number of Henry 0, 
Harr, trading as Eastern Trading 
Company, Chicago, and maker of 
“Lucky Number” incense cakes, 
with an order to cease and desist 
from representing that these cakes 
| have magic powers. 

Worded like an Oriental fantasy, 
the copy of which the FTC com- 
plained suggested that the pur- 
chaser “Light the top corner of a 
triangle ‘Lucky Number’ incense 
cake, and bring the subtle charm, 
the mysterious fragrance and the 
glamour of the Orient, with al] of 
its delicate aroma into your home. 

“Stand on long edge, watching 
both sides till the ‘Lucky Number’ 
appears in the ashes. This number 
may be the Key to all your For- 
tunes and Dreams, helping you to 
get Luck, Love, Happiness and 
Prosperity.” 


Booklet is Enclosed 


A booklet was enclosed to help 
the researcher better understand 
the meaning of his lucky number. 
Sales of the incense, the FTC re- 
ported, averaged $1,000 a month, but 
now Mr. Harr has been forbidden 
to represent that the numbers which 
appear “are the keys to one’s for- 
tune or have any significance or 
|; meaning whatever.” 

More prosaic is the stipulation 
| filed with the FTC by Griffin Mfg. 
| Company, Brooklyn, in which the 
latter, a maker of shoe polishes, 
| has agreed to discontinue represent- 
| ing that its wax polishes are water- 
proof under all conditions of use, 
that they give brighter and longer 
| lasting shines than any other brand, 
, or are superior to all other brands, 
| unless such statements are substan- 
tiated by competent comparative 
tests. 
| 


Visual Newscasts in 

‘Minneapolis Bow 

| Visual broadcasting of news has 

| been introduced in Minneapolis on 

|top of the Forshay tower. 
Sponsored by Minneapolis ad- 

| vertisers, Telesign news bulletins 


jare furnished by the Minneapolis 
Journal. 


| ———— 

| 

Agency Adds Typographer 

| Gilbert P. Farrar, consulting 
typographer, has joined Blaine- 

Thompson Advertising Agency, New 

| York. Mr. Farrar will handle type 

| specifications on all accounts. 


| Donnaud Shifted 


Alfred D. Donnaud has _ been 
‘named manager of the General 
Outdoor Advertising Company, New 
| Orleans. He was formerly sales 
|manager in St. Louis. 


Finish Arizona Studios 


New studios of the Arizona Net- 
work at Douglas have been com- 
pleted, Fred A. Palmer, manager of 
| the network, has announced. 
| 


NEBRASKA— 
The “Cornhusker State’ 


40°, of Nebraska's crop acreage 
is planted to corn. 75°, of this 
corn is marketed on the hoof by 
Nebraska's great livestock indus- 
try, in the form of cattle and 
hogs. 


. @ tremendous income factor 
that stabilizes and enriches the 
great Nebraska-Southwestern lowe 
market, covered effectively and 
economically by 


World-Herald 


Netionat Representatives: O'More & Ormsbee '** 
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TO L&T COAST OFFICE 


Nelson Carter, formerly manager of the 
Omaha, Chicago and Los Angeles offices 
of Beaumont & Hohman, has joined the 


contact staff of Lord & Thomas, 
Angeles. 


Los 


Wine Campaign 


Aimed First at 
‘Infrequent User’ 


Boston, June 20.—The California 
Wine Advisory Board, sponsor of a 
three-year campaign to build wine 
sales, will direct its first efforts 
toward increasing consumption 
among those who now classify as 
“infrequent users.” 

This was announced here last 
week by Standish C. Marsh of 
J. Walter Thompson Company, the | 
agency in charge of the campaign, 
in an address to the National Retail 
Liquor Package Stores Association. 

Mr. Marsh outlined results of a 
recent national survey of wine con- | 
sumption in average income fami- 
lies of 20 states. Some 31 per cent 
of those who can be classified as 
wine users consume only 1.9 per 
cent of the wine. There are 4,750,- 
000 such families in the country, 
Mr. Marsh declared. Even a small 
annual increase in consumption by 
these users would serve greatly to 
stimulate wine sales, he remarked. 

The current stage of the cam- 
paign involves use of newspapers, 
magazines and outdoor posters to 
stimulate wine sales during the usual 
slack season. Color copy will ap- 
pear in July issues of Collier’s, 
Liberty and Life. Newspapers will 
be used again in the fall, along with 
more magazine copy at the height 
of the wine season. 

Mr. Marsh urged the retailers to 
“cash in” on the campaign through 
individual promotion of various | 
wines. 


Four Accounts to 
Busbey Agency 

Ohio Injector Company, Wads- 
worth, O., has appointed Busbey 
Advertising Agency, Akron, to 
handle advertising for its industrial 
valves and OIC Hermetik tire 
valves. Industrial and automotive 
publications will be used. Vallen, 
Inc., Akron, maker of proscenium 
equipment; Burkhardt Brewing 
Company, Akron, and Kelley Rub- 
ber Company, Akron, have also 
named Busbey to handle their ac- 
counts. 

The agency has resigned the ac- 
counts of Babcox Publications and 
Tire Review, Akron. 


Almanac Services Moves 


Advertising Almanac Services, 
Inc., publisher of retail advertising 
and merchandising services, has 
—— to 381 Fourth avenue, New 

ork. 


Gussow, Kahn Named 


The Lovable Brassiere Company, 
New York, has appointed Gussow, 
Kahn & Co., New York, to handle 
its account. 


Copy Test Systems 
Still Inadequate, 
Expert Says 


New York, June 20.—No adequate 
system of copy testing has yet been 
developed, D. E. Robinson, general 
manager and director of research of 
Federal Advertising Agency, told 
the New York chapter of the 
American Marketing Association at 
its final meeting of the season. 


No Foolproof System 


The agency executive pointed out 
that while many of the existing 
copy testing techniques are useful 
in certain cases, nobody has thus 
far devised a foolproof system 


which can be regarded as “a final 
answer.” 

Speaking on “pet don’ts” in mar- 
keting research, Mr. Robinson 
warned that many of the funda- 
mental rules of market research, 
which he termed so familiar to 
most of those in this field as to be 
considered bromides, are still being 
violated. 


Question Phrasing Vital 


“Don’t ask leading questions,” is 
one rule which is often forgotten, 
he said. He referred to several re- 
cent surveys in which the questions 
were so phrased as to overstate the 
problem and suggest an affirmative 
answer. 

One common “don’t” with which 
Mr. Robinson expressed disagree- 
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ment is “Don’t project returns to a| 
larger group.” He said that there 
is no reason why results should not 
be projected so long as proper care 
is taken to insure that the sample 
interviewed is both large enough 
and represents a proper cross sec- 
tion of the market. 


Pre-test Field Studies 


The speaker also warned against 
assuming that just because an out- 
going mail questionnaire is ad- 
dressed to a proper cross section, 
returns will represent a true cross 
section. He also recommended that 
all field studies be pre-tested, inas- 


much as every such test reveals 
some “bugs” that must be elimin- 
ated if a true picture is to be 
gained. 


Begins 3XB Drive 

3XB Corporation, New York, has 
begun a newspaper campaign for 
3XB Liquid-Powder combination for 
athlete’s foot. With the _ slogan, 
“Fight a fungus with a fungicide,” 
copy stresses the fact that the ail- 
ment is caused by a fungus, not 
bacteria. A price reduction is fea- 
tured. Brown & Thomas Adver- 
tising Corporation, New York, is the 
agency. 


MBS Adds 4 Stations 


With the recent addition of four 
radio stations in North Carolina, the 
Mutual Broadcasting System now 
has a total of 118 affiliates. The 
new network members are WSOC, 


Charlotte; WRAL, Raleigh; WSTP, 
Salisbury, and WAIR, Winston- 
|Salem. 


through the pages of The Salt Lake Tribune-Telegram 


Several thousand boys and girls are growing into man- 
hood and womanhood with a very definite impression 
of Tribune-Telegram helpfulness and leadership. For 
they spend happy vacation hours in supervised play— 
swimming, tennis, model airplane building and flying. 


and other activities sponsored by clubs organized and 


LLY 


Salt Lake Tribune 


MORNING AND SUNDAY 


guided by The Tribune-Telegram. 


Parents, perhaps even more than the youngsters them- 
selves, realize the value of these Youth Activities Clubs, 
and appreciate this phase of Tribune-Telegram Service. 


UNIFIED 


“BIG CITY nt 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Salt L 


It's an example of the way in which this newspaper, for 
many years, has entered the very lives of its readers, 


young and old. 


It helps explain why The Tribune- 


Telegram is among the first four American newspapers 


in percent of statewide home coverage. 


It helps ex- 


plain why The Tribune-Telegram is the one metro- 


politan 


newspaper medium substantially serving a 


four-state market of nearly a million people. 


It all points to the importance of The Tribune-Tele- 


gram as an “A” 


‘EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 


schedule medium. 
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CAMERA SHOTS AT EARLY SESSIONS OF THE ADVERTISING FEDERATION OF AMERICA CONVENTION IN NEW YORK 


Helen Martin, Missouri Pacific R.R., St. Louis, is frightened by the pho- 

tographer's flash, which amuses Dorothy Crowne, United Advertising 

Corporation, New York; Erma Proetz, Gardner Advertising Company, 
_ + Louis; and Margaret Moran, Girl Scouts, Inc., New York. 


Advertising Needs 
More Reficence, 
Says British Expert 


Asserts Soft-Spoken 
Appeals Produce Satis- 
factory Results 


New York, June 20.—Organized 
advertising’s biggest show was 
launched in fitting fashion on Sun- 
day when opening exercises featur- 
ing Sir William Crawford, leader 
of the British delegation to the AFA 
convention, and Representative 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


‘Bruce Barton, were staged in the 
'Court of Peace at the World’s Fair. 

Sir William, president of W. S. 
Crawford, Ltd., London, urged 
greater reticence in the creative side 
of advertising. “‘Advertising must 
never promise what it cannot per- 
form,” he said. “It must be more 
than truthful—it must be sincere 
| and restrained. We must make our- 
‘selves responsible trustees of its 
welfare.” 

To prove that restrained advertis- 
ing can be eminently successful, the 
English agency leader mentioned a 
half dozen advertising campaigns 
employed by as many divisions of 
the British government. Copy for 
all of these drives is based on under- 
statement, yet results are most 
satisfactory, he said. 


Says Quiet Voice Wins 


“T personally believe that the man 
with the quiet voice wins more 
often than the man with the loud 
voice,” Sir William declared. “You 
cannot endure and play tricks with 
human nature. You may win for 
a month or a year, but there is no 
long life behind it all. Overstate- 
ment brings our business into dis- 
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market. 
sential. Crammed 
Canada’s buying-power 
people. 


than anywhere 


have used 
major buying 
doubtedly 


for 
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In the Toronto Market 
“Open Sesame” goes phut 


No mere magic word will serve to open up 
the treasure of the rich Toronto consumer 
Persistent advertising effort 
into the 
hundred miles of Toronto are one-third of all 


The resulting competition for a share 
of these consumer dollars—greater per capita 
else in 
keen to the nth degree. 
Evening Telegram comprise one of the largest 
groups of buyers in this field, and these people 
its advertising columns for their 
three 


TORONTO IS A “TELEGRAM” CITY 


-is es- 
area within one 


and one-fifth of its 


the Dominion — is 
The readers of The 


generations. Un- 


New York: Dan A Carroll 


THE EVENING TELEGRAM 


Largest Classified 


TORONTO 


Linage in Canada 


CANADA 


Chicago: Joha F. Lutz 


(Above) Caught after setting down their names at the registration 
desk are: C. E. Downing, New England Coke Company, Boston, Mass.; 
Gilbert C. Harry, Union Pacific R. R., Omaha, Nebr.; and J. L. 
Corren, Baker Engraving Company, also of Omaha. 


(Above) Sir William Crawford (left), 
porated Practitioners in Advertising, London, chats with O. C. Harn, 
retiring managing director, 

making his address at the 


repute and causes deep and active 
resentment. I would express these 
thoughts to Britain as well as to 
America. We are all at fault.” 

The Britisher concluded his re- 
marks with a suggestion that ad- 
vertising needs another Lincoln 
today. “There will ever be a Bar- 
num in life,” he said, “but we need 
today in all lands a Lincoln, so clear 
sighted, so deep in thought, so 
patient, so forgiving and so under- 
standing that we can place our full 
trust in his hands.” 

Congressman Barton, president of 
Batten, Barton, Durstine & Osborn, 
called attention to a growing social 
consciousness on the part of busi- 
ness. He termed the whole World’s 
Fair a “monument to the transcend- 
ent importance of so-called public 
relations. It cries aloud in sound 
and light and color that the only 
thing that counts is people; that the 
most important of all business ques- 
tions is: What are the people going 
to think, and what are they going 
to do?” 


Cites New Frankness 


More and more companies each 
year, he pointed out, are laying their 
cards on the table. Annual reports, 
formerly incomprehensible to all 
except certified public accountants, 
are now simplified, some even 
boasting candid camera pictures of 
employe activity. 

Terming this trend “a hopeful 
sign,” he declared that this respon- 
sibility to the public is one “which 
all of us in the advertising busi- 
ness are glad to share.” He re- 
peated what he said at the Boston 
AFA convention three years ago: 
“It is our task here, I take it, to 
institute a solemn covenant with 
the nation that we who use the 
| mighty power of words to influence 
|action shall hereafter use them with 
|a higher sense of the obligation 
‘which that power implies.” 


Plan $360,000, 
Four-Year Drive 
for Alabama 


Montgomery, Ala., June 20.—A 
| legislative committee has voiced ap- 
proval of a four-year, $360,000 cam- 
paign for the state of Alabama, it 
was reported here last week 

Plans for the projected campaign 
were given a legislative recess 
finance and taxation committee by 
| the Sparrow Advertising Agency of 
|Birmingham. As proposed, the 
|drive would involve an 
penditure of $90,000 for four years, 
with funds to be raised 
either 
tourist camp 


rooms or appropria- 


| 
annual ex- 


through 
a service tax on hotel and| 


| tions from state highway and gen- 
|eral funds. 
Paoli A. Smith, president of the | 


agency, headed the group 
made the campaign presentation to 
the legislative committee. 


Horowitz Forms Company 

Irving Horowitz, 
dent of Spirit Publications, Inc., 
New York, has established the Har- 
wood Company, New York, to rep- 
jresent business papers 


formerly presi- 


which | 


Virginia Porter, 


of Libby, McNeill, 
Wins Snapp Award 


New York, June 20.—A decade of 
service to Libby, McNeill and Libby 
and to advertising was recognized 
here yesterday at the opening ses- 
sion of the Advertising Federation 
of America convention when the 
Josephine Snapp award for the most 
outstanding contribution to adver- 
tising by a woman during 1938 was 
presented to Virginia E. Porter. 


Capper Presents Award 


Senator Arthur Capper presented 
a sterling silver vase to Miss Por- 
ter, assisted by Mrs. Consuela Mil- 
ler, retiring president of the Wom- 
en’s Advertising Club of Chicago, 
sponsor of the annual contest. 

Miss Porter, better known to 
housewives as Mary Hale Martin 
in her many activities for Libby, 
won the honor for “a _ soundly 
planned, brilliantly executed adver- 
tising and promotional campaign, 
exhibiting a knowledge of consu- 
mers as well as of products, and 


president, Institute of Incor- 


Audit Bureau of Circulations, 


New York World's Fair. 


before 


nee the present consumer de- 
mand for informative labeling and 
factual advertising, attractively pre- 
sented.” 

Illuminated certificates of honor- 
able mention were presented to 
three other women: Frances M. 
Suarez, manager of the advertising 
department, Philadelphia Quartz 
Company; Ann I. Gleason, owner of 
Gleason Advertising Agency, De- 
troit, and Marguerite Auberle, ad- 
vertising director of Michigan Mu- 
tual Liability Company, Detroit. 


Was Recipe Tester 


Miss Porter joined Libby a week 
after finishing her course in home 
economics and journalism at the 
University of Wisconsin. She be- 
gan as a recipe tester, but became 
director of the home economics de- 
partment after a year. 

Since then the scope of her ac- 
tivities have widened so that she 
now collaborates on Libby maga- 
zine, newspaper and radio adver- 
tising; plans, writes and directs a 
national direct mail program; and 
speaks before canning industry and 
consumer groups. She is national 
secretary of Home Economics Wom- 
en in Business. 


Can you 


this manufacturer 


solve this sales problem ? 


help 


find a solution. 
which he operates 
it in sufficient quantities. 


prom tion. 
factured, 


increasing the 


and given every 


A manufacturer of a product that sells over the counter 
has an important sales problem for which he wishes to 


He has distribution in practically every retail outlet 
that is qualified to handle his product in the territory in 
vet the consumer is not asking for 


This is neither the fault of the product nor its printed 
The product is an excellent one, well-manu 
and tavorably known. 
did advantage, with its competitors 
The manufacturer has ample funds, 
man with demonstrated abilities every cooperation in 
retail demand. 


If vou have proven that you can produce results in a 
situation of this type, please write to the address below 
—outlining your experience, your income requirements, 
and your personal qualifications. 

Your reply will be treated in the strictest confidence 


consideration. 
know ot this advertisement. 


Address Box 1803 
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It compares, to splen- 
in all respects. 


and will give to a 
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campaign for the alteration of the 
American way of life. Advertising 


|assistant secretary and treasurer. 


Stern Relinquishes jiinc:'s. Coveney, who recently es.) InClair Launches 
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Advertising's Basic 
Sales Function Is 
Stressed by AFA 


(Continued from Page 1) 


other developments threatening ad- 
vertising and the American system 
which featured the convention. 

The Federation also went on rec- 
crd in the resolutions adopted as 
urging the use of advertising to 
restore the confidence of the peo- 
ple and help business to go ahead. 
Restoration of faith in the individ- 
ual rather than complete depend- 
ence upon government to solve in- 
dividual problems was the keynote 
of the opening address of the con- 
vention, delivered by Paul Garrett, 
director of public relations, Gen- 
eral Motors Corporation. 

Gilbert T. Hodges, New York Sun, 
was chairman of the resolutions 
committee. 


Francis Urges Tolerance 


The consumer movement was 
viewed from two standpoints at the 
general session today, when Clar- 
ence Francis, president of the Gen- 
eral Foods Corporation, urged tol- 
erant understanding in approaching 
the demands of consumers for 
changes in advertising methods, and 
George E. Sokolsky attacked the 
leaders of the movement as repre- 
senting the efforts of the United 
Front of the Communist organiza- 
tion to destroy capitalism and mass 
production in this country by de- 
stroying the mass advertising which 
makes them possible. 

“We advertisers must be inter- 
ested in the consumer,” said Mr. 
Francis. “We pay skilled men to 
make surveys of consumer reac- 
tions, but when information about 
them is freely offered, we are in- 
clined not to accept it and to re- 
gard it as a vicious attack on ad- 
vertising as a whole. We are on 
dangerous ground, in my opinion, 
when we fail to pay attention to 
what the consumer is thinking and 
saying. 

“Consumers are the basis of our 
national life. Their voice has re- 
sulted in legislation being adopted 
which might have had a different 
form if we had listened earlier to 
this same voice. Condemnation of 
the consumer movement without 
attempting to analyze it is thus very 
unwise.” 


Some Honest, Others Racketeers 


Mr. Francis emphasized the fact 
that there are at least four groups 
represented in the movement, rang- 
ing all the way from racketeers 
who are only interested in getting 
something out of the situation, to 
intelligent and literate people who 
are honestly trying to eliminate un- 
fair practices on the part of adver- 
tising and business. Other groups 
attack the economic soundness of 
advertising, while still others are 
striving to turn our economic mech- 
anism upside down. 

In spite of these diverse qualities, 
however, Mr. Francis pleaded for a 
fair and objective analysis of the 
arguments of consumer representa- 
tives, along with an analysis of the 
groups which sponsor them. It is 
necessary and healthy in a democ- 
racy, he said, to permit free ex- 
pression of criticisms of our meth- 
ods, with the realization that when 
the American people have all the 
facts, they reach a sane and logical 
conclusion. 

“Let’s spread the truth,” he con- 
cluded. “We should put our house 
in order and be prepared to meet 
all consumer approaches on their 
merits.” 

Mr. Sokolsky, on the other hand, 
attacked the motives of those who 
are guiding the consumer move- 
ment. He said that the groups 
which profess to represent the con- 
sumer have a membership of only 
about 150,000, and at least one he 
labeled as the direct representative 


of the Communist party in this 
country. 
“The object of the consumer 


movement,” he declared, “is not to 
inform the public, but to conduct a 


is under attack because it is neces- 
sary to mass production and dis- 
tribution. Advertising interests 
must fight these attacks because in 
so doing they are fighting to pro- 
tect the system of individual enter- 
prise which in the United States as 
nowhere else in the world has freed 
the individual from slavery to the 
state.” 


. Md “ 
Rejoins “Sun-Telegraph” 

Harry M. Bitner, regional direc- 
tor of Hearst newspapers in the 
Pittsburgh and Detroit areas, has 
succeeded Wilmer M. Jacoby as 
publisher of the Pittsburgh Sun- 
Telegraph. Mr. Bitner held the 
position from 1927 to 1933. 


Control of the 
‘New York Post’ 


(Continued from Page 1) 
for Congress in 1937 and 1938. He 
is associated with two brothers in 
the realty firm started by his father, 
George Backer, Inc., and has been | 
active in various business and phil- 
anthropic organizations. 

The Post, which was founded by | 
Alexander Hamilton in 1801 and 
ranks as New York’s oldest news- 
paper, will be managed by the new 
owner as president and publisher; 
Col. Louis J. Kolb, vice-president; 
Thomas Finletter, secretary and 
treasurer; and Wesley W. Garver, | 


| tablished his own company to rep- 
resent 


shopping newspapers, is 
among the new directors. 


To Gregory & Bolton 


John Altmayer, formerly adver- 
tising manager of Brush Develop- 
ment Company, has joined Gregory 
& Bolton, Cleveland, as account ex- 
ecutive. Walter Staab, formerly 
with Carr-Liggett, has been named 
production manager. 


Agency for Ken-L-Ration 

Chappel Brothers, Rockford, IIL, 
has appointed Ruthrauff & Ryan, 
Chicago, to handle the advertising 
of their dog foods, including Ken-L- 
Ration, Hemo-Ration, Maro-Meat 
and Ken-L-Biskit. 


Drive to Explain 
Gas Price Increase 


(Continued from Page 1) 


Americans want depressed or prof- 
itless industries. The people, I think, 
want more jobs, good wages, more 
purchasing power and general pros- 
perity. They are willing to pay 
reasonable prices to make these 
things possible by up-building 
American industry in the American 
way.” 

The price increase which Sinclair 
announced in advertising space last 
week was followed by similar ac- 
tion on the part of several other oil 
companies. 


A Salesman with 


SEVEN LEAGUE BOOTS 
For Thirty Bucks a Week! 


check 
quad 


NATIONAL REPRESENTATIVES, 


EDWARD PETRY & CO., 


INC. 


Re % 
— p . , 
. Ci shee 
-_ 
| MPLETE WITHOU. 
TuoUT wee 
. | sl E : 
. ag 
d : ; 
1 ; ; ‘ s 3 : me a we j ; 
4 a“ : ra >» — 
tf: ze :. a (4 . mall Kg , 
.* i i He ty , ee | 
Oe oS. ide he s om \ “3 \- | 
: es as ee ho aes Bae) a 3 
it a ae 7? ae ‘ "ta aa ; 
as ia . aa y 2 ; : . \M “ 
— a .. Z ae r ¥ : 
| ie i gaa ‘ 3 ’ 
7 Ss —“ > ; , 4 dais sie i 
X My iy a “es . 
i ¥ .: ie cag” 
“ ams : . Age J ’ 
1, a ie A aia sas AS oe ~~ 
| ——— t _ ey “ gn ok <a 4e- 4 ~ q _? ' ‘ 
| . eae VS eres ap ie x gen = : A; . 
| re a ¥ ts oe e 
Just pecase W sM is We rhe grresod of he New gna rhe pest ot the South and 
’ P ‘ ‘ : ; : , 7 = 
| don & get rhe ie@ yhat costs South and gigany pro” almost all the qv A regro" 
| a mint of money to WU: grat of expansion” rhe Se with W sM > primary \is 
| yon xhat ends: and sells rerinF area: yhet \ste™ to 
\t doesn © W sM yas one ol north, west and east: as well rhe reonsomnisey yhey will reli 
| rhe lo est cleat channel yates you rat rhe “eon ome gurure 
| im Americ® yor sppstance a. your ap You i of Americ? \ies © yhis game 
| you can UY a qiree™ minute vsM yeat rhe Amer® \and where W sM can do ® 
| early mornins program on can Bopulatte® centet check yeally efrect¥® ellins 0d: 
| ws™M once * week gor the your pusines® as be n310™ 
| ynbelie’ ably gmall gum “ * yat ts: W SM jominate® May we show you ow yrrle it 
| thirty dollars: And xis: mind americ® § ost active yegio™ will cost tO put rhe sMse¥ en 
| yous on of of Americ? § check rhe praces hat show yea’ galesma™ tO work for 
| ynost efrectiv® gale medium rhe pigee™ »neresse® w elec" your product wi Ameri® S 
| he tation yhat etands on gical ee ae Y ow Mh ynost promisine market! 
ee 
| ee : 
1 
, 
. , 
F - ypSHVILle TENNESSEE F 
' ’ 
ae te 
iP ee s. — 
i F £ : ; 
‘i .% ; hae 
mn ‘ y: % 
ty ." 


=: 


- e Ni 


26 


ADVERTISING AGE 


June 26, 1939 


NEWSPAPER MEN ARE BUSY 


te. i ae. Mere” 
» oe” 


i 


Col. Leroy W. Herron (left), retiring NAEA president, greets H. V. Manzer, 
Worcester, Mass., Telegram and Gazette. 


Space Salesmen 
Held Big Aid to 
Macy Advertising 


Tannenbaum Asserts 
‘Tin Cup’ Selling Tac- 
tics Are Passe 


New York, June 20.—A “new 
era” in space selling was heralded 
to the Newspaper Advertising Ex- 
ecutives Association convention this 
week, when Louis Tannenbaum, 
advertising manager, R. H. Macy & 
Co., revealed that a number of im- 
portant ideas incorporated into re- 
cent Macy advertising originated 
with newspaper sales representa- 
tives. 

The old days of “tin cup” begging 
for copy are over, Mr. Tannenbaum 
asserted, and space sellers are now 


Under the same 
Management as 


The Drake 


cwicaco 


The Blackstone 


cwicaco 


The Evanshire 


EVANSTON, TLL 


The Town flouse 


LOS ANGELES 
A S. Kirkeby 
Managing Director 


The Gotham 


Sth Ave.at 55th St. NEW YORK CITY 


| vertisement you 


| the pressure on 


| factured 


reader. 


| you. 


marketing specialists who make 
many contributions to a store’s ad- 
vertising department. He praised 
the detailed market information 
with which progressive newspapers 
provide their advertisers. 

Others on the NAEA program 
for opening day were Col. Leroy W. 
Herron, retiring president and ad- 
vertising director of the Washing- 
ton Star; C. E. Phillips, adver- 
tising director of the Rockford 
Newspapers, Rockford, Ill.; William 
Ellyson, Jr., business manager, 
Richmond News-Leader; Sid R. 
Phillips, advertising director, Ohio 
State Journal, Columbus; and 
George R. Gould, director of adver- 
tising, New Haven Register. 

To demonstrate how alert news- 
paper space salesmen have changed 
the old style of selling, Mr. Tannen- 
baum cited a presentation made to 
him by a newspaper based on a 
two-month study of Macy advertis- 
ing. 

This study showed that the store 
had tried to sell the readers of that 
paper men’s shorts, but no neckties; 
men’s shoes, but no socks; men’s 
underwear, but no suits or over- 
coats; women’s apparel, but no ac- 
cessories; yard goods, but no sewing 
equipment. Mr. Tannenbaum con- 
fessed that other possibilities which 
had been neglected were revealed, 
and the study was of material aid to 
the advertiser. 


“Sells” Cancellation 

He also told of a representative 
of a New York paper who urged 
Macy’s not to run a scheduled ad- 
vertisement in his paper. The sales- 
men pointed out experience had 
proved that a full color page for 
this particular product would not 
produce enough results to warrant 
the expenditure. Mr. Tannenbaum 


and thought highly of the man who 


order. 

The speaker offered four “don'ts” 
for newspaper advertising men: 
“Don’t run down your competing 
paper because you didn’t get an ad- 
felt should have 
appeared in your paper. Don’t put 
an advertiser 
spend important money in special 
sections. You know, only too well, 
that most special sections are manu- 
as a hypodermic for a 
sinking linage picture. 

“Don’t solicit an advertisement 
on a low-priced article that ap- 
peared in another paper in large 
space if your paper is circulated to 
the medium and higher income 
If you get the advertise- 
it will come back to haunt 
Don’t try to solicit an adver- 
tisement or a series of advertise- 


ment 


|ments from the merchandise man- 


ager instead of the advertising 
department.” 
Chief subject of debate arising 


during the open. discussion 
what to do with the new 
der layouts.” 
advertising 


Was 

“steplad- 
Campbell, 
Chicago 


Chesser 
manager, 


Tribune, said that Chicago papers 
refuse to accept copy in this odd 
form. He explained a_ simple 
method by which newspapers can 
discourage advertisers from using 
this type of layout Most adver- 
tisers prefer position above the fold, 
and yet the greater share of any 
“stepladder” copy must be in the 


bottom half of the page. 


to | 


Critics Ask Halt on 


Merchandising Help 
of Newspapers 


(Continued from Page 1) 


| Further sessions of the NAEA 
were devoted to a discussion of ef- 
fective sales techniques, competing 
media and the classification prob- 
lem presented by new distribution 
trends such as the sale of Crosley 
cars through department stores. 

Among those who addressed the 
group in addition to Mr. Palmer 
and Mr. Bridge, were C. E. McKit- 
trick, manager of the Eastern ad- 
vertising office of the Chicago 
Tribune; H. W. Bissell, Sears, Roe- 
buck & Co.; Wilson Condict, na- 
tional advertising manager of the 
St. Louis Globe-Democrat; Douglas 
Taylor, vice-president of Printers’ 
Ink Publications, and Anne O’Hare 
McCormick, New York Times. 

Mr. Palmer declared that because 
an agency takes advantage of mer- 
chandising service offered by news- 
papers is no indication that the 
agency sets up its schedule with this 
in mind. 

Agencies, he said, would not be 
doing their duty to clients unless 
they accept whatever service each 
newspaper offers. 

“One school of thought in the 
agency field,” he remarked, “holds 
that advertisers pay for merchan- 
dising service in the newspaper rate 
they pay. Agencies would welcome 
simplification, standardization and 
reduction of newspaper merchandis- 
ing service.” 


Promises Agency Help 


Mr. Palmer urged a “meeting of 
the minds” on the part of publishers 
to solve this problem and indicated 
that such a move would draw a 
“surprising willingness to cooper- 
ate” on the part of the agencies. 

“The greatest service a newspa- 
per can render an agency is not any 
kind of merchandising service but 
the building of a newspaper with 
the greatest influence in a commu- 
nity,” he declared. Influence does 
not necessarily mean the _ biggest 
circulation in town, he added. 

In answer to numerous questions 
regarding radio as a competitor of 
newspapers, the agency executive 
blasted several beliefs and _ sus- 
picions that appeared to be in his 
questioners’ minds. Agencies, he 
said, do not realize more profit from 
radio advertising than newspaper 
advertising, and do not hold a brief 
for any one medium. If for no 


was glad to obtain this information, other reason than its own standing, 


| no reputable agency could “appear 
vocate for any medium.” 
Raps “Do Nothing” Policy 


| Another unsolved problem which 
| newspapers must face is the differ- 
|ential between local and national 
rates, he said. These differ@ntials 
vary all the way from nothing to 
|150 per cent, according to Mr. 
|Palmer. He expressed the view 
that newspapers are doing nothing 
about seeking some common ground. 
Newspapers cannot be promoted as 
a national medium until this prob- 
lem is solved, he said, and the sit- 


a lot of business. 


ing session of the convention, 
shared Mr. Palmer’s views on the 
question of merchandising help. He 
declared that “national advertisers 
and advertising agencies investing 
an overwhelming majority of the 
_present and prospective national 
| newspaper revenue do not want 
merchandising service.” 

“They know that the cost mus 
be reflected in the advertising rate,” 
|he said, “and they realize that an 
undue percentage of the expendi- 
ture for such service is devoted to 
a relatively small percentage of the 
advertisers: They much prefer a 
smaller differential between general 
and retail rates and no merchandis- 
ing service.” 

Admitting that agencies 
demand all the service they can get, 
Mr. Bridge said that many of these 


uation is causing publishers to lose | 


Mr. Bridge, addressing the clos- | 


usually | 


claims are predicated on the theory 
that the service is paid for in the 
rate so it is necessary to obtain it 
| regardless of whether or not it is 
worth the cost. 

Timely in view of the frequency 
that radio was discussed at NAEA 
sessions were Mr. Bridge’s com- 
ments on this competing medium. 
“The newspapermen have ampli- 
fied the status of radio as an 
advertising medium by the atten- 
tion given to it in our speeches, 
solicitations, conversations and 
writings,” he said. 

“Radio is a competitor of conse- 
quence but it is less important than 
newspapermen have indicated. Mail 
advertising, for example, absorbs a 
much larger percentage of the ad- 
vertiser’s dollar than is obtained by 
radio but no one gets high blood 
pressure about it.” 

Another time honored contro- 
versy discussed by the Times ex- 
ecutive was that of the general-re- 
tail rate differential. Agencies and 
national advertisers should face 
‘this problem realistically, he said, 
holding that there are sound rea- 
sons for a reasonable differential. 
Newspaper men, he added, also 
ought to admit that some differen- 
tials are far too wide. 

“Differentials should be deter- 
mined by comparing net rates with 
net rates rather than by the pre- 
vailing method of comparing gross 
national rates with net retail rates,” 
he stated. Calculations of rate dif- 
ferentials also should be on the 
basis of the size of contracts pur- 
chased by national advertisers. 


Describes Radio Study 


Mr. McKittrick presented results 
of the Tribune’s year-old study of 


had the courage to turn down the | before a client as a prejudiced ad- radio listening habits in the Chicago 


|area. Emphasizing that the purpose 
of the research was not to “knock 
radio” but to provide factual infor- 
mation which has proved of much 
interest to advertisers and agencies, 
he described the method and the re- 
sults obtained from the study. 

The survey revealed an average 
daytime listenership of 14 per cent, 
of which 8 per cent was _ base- 
| ball, and an average evening listen- 
ership of 28.5 per cent. Jack 
|Benny’s Jell-O program earned top 
|rating among the separate shows 
| with a figure of 37 per cent, but 


|only two programs attracted over 
25 per cent listenership. 

Mr. Bissell, in his address to the 
| NAFA, pointed out that Sears, Roe- 
| buck retail stores now outstrip the 
|half-century old mail order busi- 
ness, and that they have spent 
| $48,000,000 in newspaper advertis- 
| ing in the past five years. Much of 


Herald; and A. L. Brandon, Rocky Mount, N. C.., 


|son, Jr., 


| groups. 


NORTH AND SOUTH GET TOGETHER 


North meets South at the Newspaper Advertising Executives Association session: 
Talbot Patrick, Goldsboro, N. C., News Argus; D. R. Davis, Portland, Me., Press 


Evening Telegram. 


way in their presentations,” he said. 

Mr. Condict recommended that 
newspaper men change their atti- 
tude with respect to their own mer- 
chandising services. Instead of re- 
garding it as “something thrown in 
to fill up the package that we sell 
the advertiser,” he urged that it be 
considered as a constructive effort 
to help newspaper advertising do its 
best possible job. 

“There are some things which an 
advertiser cannot do for himself in 
each market in which he runs his 
campaign, and we then have the 
privilege and opportunity of dem- 
onstrating our ability to get a good 
job done by doing a sincere and 
conscientious merchandising job,” 
he added. 


Forrest Geneva 
Heads Newspaper 
Ad Executives 


New York, June 21. — Forrest R. 
Geneva, advertising director, Des 
Moines Register and Tribune, was 
elected president of the Newspaper 
Advertising Executives Association 
at that group’s closing session to- 
day. He succeeds Col. Leroy W. 
Herron, advertising director of the 
Washington Star, NAEA director. 

C. E. Phillips, advertising direc- 
tor, Rockford, Ill., Newspapers, 
was named vice-president. Irving 
C. Buntman, Wisconsin Newspapers, 
continues as secretary. William Elly- 
business manager, Rich- 
mond News-Leader, and H. M. Mc- 
Claskey, advertising director, Louis- 
ville Courier-Journal, were 
added to the directorate. 

Al Shuman, for many years the 
advertising director of the Fort 
Worth Star-Telegram and still a 
vice-president of that paper 
although retired from active work, 
presented Col. Herron with a silver 
bowl in recognition of his two years 
of service as head of NAEA. Mr. 
Shuman himself retired from that 
office just 16 years ago. 

Nine papers received certificates 
as winners of the display contest of 
campaigns which produced results. 
Three awards were given in three 
The Milwaukee Journal, 
New Orleans Item, and Indianapolis 
News were honored in that order in 
one group; Illinois State Journal of 
Springfield, Peoria Star, and Sche- 
nectady Union-Star in the second; 
and Roanoke Times, Norristown 
Times-Herald, and Sheboygan Press 


also 


| in the third. 
| 


| 


| 


the credit for this rise in only 13) 


years goes to advertising, he said. 
He reiterated Mr. Tannenbaum’s 
assertion that newspaper sales rep- 
| resentatives are a real help to retail 
advertising departments. He urged, 
| however, that these space 
be relieved of the burden of elabor- 
ate presentations. “Every New York 
paper can prove superiority in every 


sellers | 


| 


HONEYMOON IS OVER: 
WANT TO COME HOME! 


Shotgun marriage with new concern about 
to be dissolved Reason: job I was wedded 
to do is complete Want to come home 
to staid, established firm that needs strong 
down-to-earth, convincing copy and the 
personal qualities that go with it. 

Permane 


nce more important than starting 
salary. f | 
| 


On the flexible side of forty, col- 
ege graduate, married. Agency and mail 
th a newspaper background. 
Any reasona t il welcomed! 


Box 1802, Advertising Age, Chicago 
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GIBBONS KNOWS CANADA 


2 J. J. GIBBONS LIMITED - ADVERTISING AGENTS + 
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Comprehensive New 
Radio Program Code 
Gets First Airing 


(Continued from Page 1) | 


the NAB asserts its acceptance of 
the principle of self-regulation, and 
commits itself to the maintenance | 
of high standards in program de- 
velopment and impartial service of 
all groups. Highlights of the basic 
code of ethics include the following 
points: 

1. The yardstick of good taste. 
“The yardstick of good taste and a) 
decent regard for the social sensi- 
bilities shall be applied to all 
matter broadcast.” 

2. Religious broadcasts. “Radio 
may not be used to convey attacks 
upon another’s race or religion.” 

3. The broadcasting of contro- 
versial public discussion. In order 
to assure free and open discussion 
of public questions of general in- 
terest, “time will not be sold for 
such discussions, nor will they be 
permitted on sponsored advertising 
programs unless_ representative 
spokesmen from at least two clearly 
defined and different sectors of pub- 
lie opinion participate in the same 
program at the same time.” 


Political Fair Play 


4. Political broadcasts. “Stations 
will extend fair and equal treatment 
to opposing candidates for the same 
office. Every political broadcast and 
every political announcement must 
be fully identified as such.” 

5. News broadcasts. “Without 
bias or editorial opinion, member 
stations shall continue to broadcast 
factual news stories obtained from 
accredited news sources.” 

6. Propaganda. “Broadcasters will 
make every effort to distinguish be- 
tween clear and concealed attempts 
to influence public opinion. In no 
case shall material be broadcast 
unless it be honestly identified as to 
sponsorship and source.” 

7. Educational broadcasting. 
“Member stations will continue to 
provide time and facilities adequate 
to the areas served.” 

8. Children’s programs. “To es- 
tablish acceptable and improving 
standards, the NAB will continually 


engage in studies and consultations 
with parent and child study groups. 
The results of these studies will be | 
applied to all children’s programs | 
as a basis for minimum require-| 
ments necessary before any program 
becomes acceptable for broadcasting | 
by member stations.” 

9. Acceptance of commercial pro- | 
grams and announcements. They 


| qualify such news announcement so 


WAY UP FRONT AT THE RADIO SESSIONS 


com 


The broadcasters came without their microphones, but talked of big things in 


small voices. 
were: Frank Braucher, WOR; Craig 


Prominent at the sessions of National Association of Broadcasters 


Lawrence, KSO; and Neville Miller, 


president, NAB. 


The standards of practice include 
detailed provisions for the enforce- 
ment of the basic code. Under good 
taste, for instance, it is provided: 

Reference to the deity shall be 
made only in a manner of respect 
and reverence. Language and sub- 
ject matter must be acceptable in 
mixed social groups. Dialogue or 
statements bordering on the sacri- 
legious, profane or vulgar, especially 
as these pertain to sex, bodily func- 
tions and expressions of double 


meaning, shall be barred. Religious 
rites shall be treated in a respectful 
and sympathetic manner. 

It is provided that stations shall | 
not be under obligation to accept | 
religious programs on a commercial | 
basis. 


No dramatization of political is- 
sues will be permitted. “Such dram- | 
atizations would lift the campaign | 
out of the realm of debate and place 
it on a wholly emotional level.” 


Sponsored News Programs 


News reports may be sponsored 
by commercial broadcasters. The 
control of news matter broadcast 
must remain in the hands of the 
station. In no case shall the opin- 
ion or viewpoint of the commercial 
sponsor be reflected in any news 
matter broadcast. 

If a commercial sponsor wishes to 
introduce a news item about his| 
own product or industry, he must| 


as to clearly differentiate between 
straight news matter and commer- 


shall be “strictly limited to products | cial news matter, viz: “Motor car 


and services offered by individuals 
and firms engaged in legitimate 


commerce; whose products, services, | 


advertising claims, testimonials and 
other statements comply with all 
legal requirements, fair trade prac- 
tices and standards of good taste.” 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| ited sources. 


news”; “News from the motor pone 
world.” | 

No date line may be used in con-! 
nection with a commercial 
nouncement. 

Where news broadcasts are com- | 
mercially sponsored, it must be) 
clearly stated that the commercial | 
sponsor is presenting news matter | 
gathered and reported from accred- 
In no case may it be 
inferred that the news has been 
gathered and edited by the sponsor. 

Commentators may be presented 


an- 


| 
! 
| 


_ by commercial sponsors, provided it 
'is clearly indicated that the com- 


| views and not those of the commer- 


| will give the public an opportunity 


mentator expresses only his or her | 


cial sponsor. And here is a provi- 
sion which may attract wide dis- 
cussion: 

“When commentators include in| 
their remarks comments on one side 
of a question which significantly 
affect the welfare or life of any 
substantial group, member stations 


to hear the opposite side of the mat- 
ter, presented by a representative 
spokesman thereof. Moreover, in 
sponsoring a commentator, the 
advertiser must agree that upon de- 
mand by a member station, time 
will be given for this purpose on his 
own program.” 

Use of the word “flash” or the 
words, “news flash” or “news bulle- 
tin” must be reserved for the an- 
nouncement of special legitimate 
news bulletins and must not be used 


|involving horror, 
In connection with broadcasting | pense, or the use of the supernatural | 

of controversial discussions, radio|°r superstitious in a way which, 

forum debates are recommended. might reasonably be regarded as | 15-minute 

No time may be sold for the discus- | likely to overstimulate the child | 30-minute 

sion of issues arising from a “yd listener to a dangerous or unhealthy 60-minute 

degree. 


| ing, 


so as to provoke confusion. 


No participants in criminal or 
sensational news stories may appear 
on the air. Reference to such cases 
shall be limited to reporting from 
legitimate news accounts of them. 

In addition to providing for spe- 
cial studies of the correct basis for 
the development of children’s pro- 
grams, the following specific pro- 
visions are made: 

Scripts must be based upon sound 
social concepts, and must be written 
especially for the child audience. 
Programs must reflect respect for 
parents, adult authority, law and 
order, clean living, high morals, fair 
play and honorable behavior. Pro- 
grams must not contain sequences 
torture or sus- 


No advertising appeal though the 
voice of a program character will 
be permitted. No contest or offer 
which would encourage a child to 
enter strange places for the purpose 
of collecting wrappers, box-tops and 
other evidences of purchase will be 
allowed. No premium that depends 
upon its “luck-bearing” powers or 
in any fashion appeals to super- 
stition will be permitted. No pre- 
mium or gift may be offered which 
is harmful to life or property. 


Promises Must Be Kept 


When promises are made as to 
the benefits to be derived from the 
use of the product advertised, it will 
be necessary for the advertiser to 
furnish member stations with ade- 
quate proof that such promises can 
be kept. 

Full details concerning the forma- 


tion of radio children’s clubs must, 


be approved by the member station 
before the announcement of such 
clubs may be broadcast. 

The following types of advertising 
are barred from radio: 

Any product, the sale of which or 
the method of sale of which consti- 
tutes a violation of law. 

Any product, the advertising of 
which would constitute a violation 
of good taste. 

Any spirituous or hard liquor of 
any kind. 

Any fortune-telling, mind-read- 
palm-reading or character- 
reading, by handwriting, numerol- 
ogy or astrology, or 
related thereto. 

Matter which is barred from the 
mails as fraudulent, deceptive or 
obscene. 

Matrimonial agencies. 

Schools which offer questionable 
or untrue promises of employment 
as inducements for enrollment. 

Offers of “homework” except by 
firms of unquestioned responsibility. 

Any racetrack “dopester” or tip- 
sheet publications. 

All forms of speculative finance 
or real estate promotion. Before 
member stations may accept any 
financial advertising, it shall be 
fully ascertained that such adver- 
tising and such advertised proper- 
ties or services comply with all 
federal, state and local laws. 

Requirements regarding medical 


| ana proprietary products include 
| the following: 


“Member stations shall not accept 
for advertising medical products or 
remedies which do not meet every 
requirement of law and regulation; 
medicines which are habit-forming 
or dangerous to life; medicines, rem- 
edies or medical services which en- 
courage the listener to postpone 
diagnosis by a licensed practitioner 
of a likely dangerous condition; 
cures and products claiming to cure; 
products advertised as hair-restor- 
ers, hair-dyers, wrinkle removers, 
reducing agents, as well as foods 
and beverages designed solely to 
perform that function; so-called 
‘scientific’ talks on medical subjects 
by any one other than by a graduate 
doctor holding a degree from a rec- 
ognized institution.” 

General editing of commercial 
copy includes the following prohibi- 
tions: 

The broadcasting of deceptive 
advertisements or claims known to 
be false, deceptive or grossly exag- 
gerated; the broadcasting of contin- 
uity describing bodily functions 
/repellently; testimonial or endorse- 
ment copy not fully and honestly 
substantiated; unfair attacks and 
reflections upon competitors and 
competing products, or upon other 
industries, professions or institu- 
tions; misleading statements of price 
or value, or misleading comparisons 
of price or value; the broadcasting 
of copy written in the first person, 
which would give the impression of 
personal endorsement by the station 
management, staff announcer or 
other staff employes; commercial 
statements, sound effects or drama- 


| 


advertising | 


tizations which violate accepted 
| standards of good taste. 
Provisions are also made for the 


/maximum length of commercial an- | 


nouncements. They are as follows: 


DAYTIME 


ae 3:15 
a 4:30 
| 9:00 
NIGHTTIME 
| 15-minute programs ......... 2:30 
30-minute programs ......... 3:00 
60-minute programs ......... 6:00 


| It is also provided that the de-| 


| 


| 


livery of not more than 125 words 
a minute constitutes the best prac- 
tice in the handling of commercial 
spot announcements. Considerable 
space is given to suggestions regard- 
ing the diction of announcers. 
Member broadcasters shall protect 
the advertising rights and priorities 
of clients, permi.ting no infringe- 
ment of original program ideas. 


Brown Urges Frank 
Consideration of 


Consumer Problem 


New York, June 20.—Pointing to 
“the so-called consumer movement” 
as one example of the class con- 
sciousness which is contributing to 
a state of uneasiness throughout the 
nation, Allan Brown, director of 
public relations, Bakelite Corpora- 
tion, told the Industrial Prepared- 
ness luncheon at the Advertising 
Federation of America convention 
here today that the problem can 
best be handled by meeting it 
openly and honestly. 

Mr. Brown suggested that the 
claims of those who question the 
sincerity of this movement because 
of its professional sponsorship be 
discounted. “Any movement that 
involves 25,000,000 people, which is 
in accordance with a recent esti- 
mate, must represent some sincere 
criticism of our present methods of 
distribution,” he said. 

Co-featured at the luncheon 
sponsored by the National Indus- 
trial Advertisers Association, Tech- 
nical Publicity Association and As- 
sociated Business Papers, was As- 
sistant Secretary of War Louis 
Johnson, who described army prep- 


arations for mobilizing industry in 
case of war. James R. White, 
president of Rickard & Co., was 
chairman of the affair. 


— 


(signed) Adolf Hitler 


The Fuehrer’s demands bring home the bacon, 
and so will your advertisements, sales talks, and 
letters if you employ his Crisis Technique. 
Read our treatise on the subject—packed full 
of the dynamite that jars your prospect to ac- 
tion. Sent for only One Dollar, which will be 
returned if you are willing to part with it once 
you have read this ‘‘eye-opener.”” Mail 

check Now and get your copy while the edition 
lasts. Address SUCCESS SERVICE, P. 0. Box 
245-B, Edgemont Sta.. East St. Louis, Ilinois. 


This result story started 6 years ago when Nick’s 


Flower Home, progressive Portland florist, linked 


the charm of flowers to the sales pull of KGW, 


outstanding Portland radio station. “The splen- 


did results we have obtained over KGW have 
been very gratifying,” says Nick Schroeder. “We 


Speaking for his client, 


“We appreciate the value of KGW more 


of Associated Advertising Service says: 


are renewing our contract for the 7th year because 
KGW has brought us so many new customers.” 


Fred Bruechert 


and more as we send you an order for renewal 


of our program every year. Results obtained are 


constantly increasing. Thank you for your fine 


cooperation.” 
| Bs Cw RADIO STATIONS OF THE REX 
620 «Cc OREGONIAN 1180 KC 
5000 WATTS DAYS $000 watts 
1000 WATTS NIGHTS PORTLAND + OREGON ConTiNvoUS 
NBC RED National Representatives NBC BLUE 
EDWARD PETRY & CO. INC. 
New York Chicago Detroit St. Louis San Francisco Los Angeles 
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ADVERTISING AGE 


June 26, 1939 


Essay Winners 
Thrilled by Visit 
fo the Big Town 


New York, June 21.—Two young 
New England girls who had never 
attended an advertising convention 
before, and who had never been 
in New York, walked up the steps 
to the four-tiered speakers’ table at 
the concluding general session of 
the Advertising Federation of Amer- 
ica in the Grand Ballroom of the 
Waldorf-Astoria here today to re- 
ceive checks for $250 each and 
framed certificates from the hands 
of Allen Preyer, chairman of the 
Association of National Advertisers, 
and to win the acclaim and applause 
of the hundreds present. 

They were Ruth Campbell Crich- 
ton of Milton, Mass., and Mildred 
Veronica Fitzgerald of East Hart- 
ford, Conn., first prize winners in 
the college and high school divi- 
sions, respectively, of the fourth 
annual ADVERTISING AGE _ student 
competition for essays on “How 
Advertising Benefits the Consumer.” 


COMES BEARING GIFTS 


| 


Allen T. Preyer, vice-president of Vick 
| Chemical Company, and chairman of the 

Association of National Advertisers, who 
| presented the awards in the Advertising 
Age essay contest. 


_ 


ture.” 

Mr. Preyer paid tribute to ADVER- 
TISING AGE for its work in sponsor- 
ing the annual competitions, assert- 
ing that much work is required 
along consumer education lines, and 


The two girls were the guests of that these competitions are making 
ADVERTISING AGE at the convention, | * definite contribution to the cor- 


and had a_ wonderful, 
tiring, time seeing all the sights and 
taking in all the festivities—an ex- 
perience that reached its grand 
finale when they stepped up on the 
platform to receive their awards. 
Preyer Praises Achievement 
“— Ma 


present these checks and these cer- 
tificates to you,’ Mr. Preyer told | the 

achievement is) held. 
especially noteworthy when it is| 
remembered that almost 5,000 essays 
from all over the United States and 
Canada were submitted in this com- 


them, “and your 


if rather rection of erroneous thinking about 


advertising on the part of hundreds 
of thousands of youths in their 
formative years. 

The two girls toured the World’s 
Fair, and also packed most of the 
conventional sight-seeing activities 
into their four-day stay in the city, 


very real pleasure to| while finding time to attend many 
of the business sessions and all of 
functions which were 


social 


In addition to the two first place 


petition, and that even this large| AGE. 


number represents only a fraction 


of those which were written and orne 
withheld by teachers and others. I Brilliant Talent 


Fore... 


the finest vacation ever... 
come to the famous 


Buckwood Inn 


AND 


Shawne 


2 HOURS from 
New York or Philadelphia 


Country 
Club 


® OUTDOOR SWIMMIN 
POOL 


® FINES 


GOLF COURSE IN 
THE EAST 


® BOATING AND FISHING 
® 125 ROOM HOSTELRY 
© EXCEPTIONAL CUISINE 


® DANCING NIGHTLY IN 
SRILL 


® AMERICAN & 
EUROPEAN PLANS 


Send for Booklet and Rates 


SHAWNEE-ON -DELAWARE 


PENNSYLVANIA 


Proffers Advice 
to Fledglings 


New York, June 21.—Those hardy 
fledglings of advertising, the mem- 
bers of Alpha Delta Sigma, frater- 
nity of the profession, who elected 
ithis year to hold their convention 
jointly with the AFA and traveled 
under varying difficulties to the 
metropolis from many a far-flung 
campus, were well rewarded by the 
presence of a roster of sparkling 
speakers. 

Problems confronting the adver- 
tising student, as well as general 
industry subjects, were thoughtfully 
analyzed by such merchandising 
leaders as Paul Hollister, executive 
vice-president, R. H. Macy & Co.; 
|Otto Kleppner, president, the 
| Kleppner Company; William H. 
| Johns, chairman of the board, Bat- 
ten, Barton, Durstine & Osborn; 
William Robinson, advertising di- 
rector, New York Herald Tribune: 
Ken R. Dyke, director of national 
|sales promotion, National Broad- 
| casting Company, and A. O. Buck- 
ingham, vice-president, Cluett, Pea- 
body & Co. 
| Progress in the survey on con- 
|sumer opinion of advertising, which 
lis being conducted through the 
various chapters of the fraternity, 


Harvard University School of Busi- 
/ness Administration. 

| C. C. Younggreen, executive vice- 
president, Reincke - Ellis - Young- 
green & Finn, Chicago, was elected 
grand president of Alpha Delta 
Sigma. 

Eric Smith, Guy Burrough, Inc., 
Los Angeles, was elected grand 
|secretary, and James Shropshire, 
\director of publications, University 
|of Kentucky, grand treasurer. Re- 
gional vice-presidents chosen are 
E. K. Johnston, University of 
Missouri: Frank A. Nagley, Uni- 
versity of Southern California: 
Herbert H. Palmer, Syracuse Uni- 
versity, and J. J. Tigert, University 
of Miami 


Deems Joins “Harper's” 
Richard E. Deems, formerly with 

Esquire, New York, has joined 

Harper's Bazaar, New York. 


| congratulate you most sincerely and | 
wish you much success in the fu- 


winners, 24 other high school and 
college students shared in the $1,000 
|cash awards offered by ADVERTISING] Des Moines, Ia. 


was reported by Dr. Neil Borden, of 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


| (Copyright, 1939, by Advertising Publications, Inc.) 
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RETAIL ACTIVITY in 
| +20 MAJOR MARKETS . 
with last year 
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+15 | Total variation. 
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Wee ~ - ~~ a ~w — Now 
JAN. APRIL MAY JUNE JULY 
% Gain %™ Gain 
24-Week 24-Week 24-Week or Loss or Loss 

Period Period Pericd 1939 1939 Week Week % Gain 

Ended Ended Ended over over Ended Ended or 
City June 19,1937 June18,1938 June17, 1939 1937 1938 June 18,1938 June17,1939 Loss 
fo Te : ary §,211,603 5,857,247 4,678,344 —43.0 —20.1 234,542 209,279 —10.8 
ee, 2a: Bi peiwes een 4,857,257 4,108,864 3,969,888 —18.3 —3.4 175,749 190,157 +8.2 
pT ee rere se err 3,325,251 2,424,898 2,706,368 —18.6 +11.6 81,648 243,313 +198.0 
et SE vs ks eens 7,466,900 7,004,956 7,908,152 +5.9 +12.9 276,234 308,168 +11.6 
Baitimore, Md. .....+.-. 11,029,674 10,400,169 10,298,959 —6.6 —1.0 428,000 467,533 +9.2 
Birmingham, Ala. .... 6,013,938 5,872,132 5,989,242 —0.4 +2.0 245,014 270,088 +10.2 
MmOstom, BEARS, ..ccscsas 9,788,106 8,945,402 9,116,205 —6.9 +1.9 371,350 393,195 +5.9 
Bridgeport, Conn. ..... 4,674,264 4,178,524 4,488,172 —4.0 + 7.4 182,028 207,312 +13.9 
i i Pree 8,874,362 7,833,882 7,550,452 —14.9 —3.6 334,362 343,336 +2.7 
= a a 1,884,218 1,755,489 1,901,166 +0.9 +8.3 79,480 92,601 +16.5 
Cedar Rapids, Ia. ..... 2,468,508 2,198,350 2,264,386 —8.3 + 3.0 92,120 83,552 —9.3 
Charleston, W. Va. ... 5,408,802 5,223,504 4,859,589 —10.2 —7.0 242,844 189,441 —22.0 
Chattanooga, Tenn. ... 2,977,405 2,868,267 3,534,600 +18.7 + 23.2 134,949 152,976 +13.4 
fe a | | 16,209,116 15,416,626 14,319,453 —11.7 —7.1 590,824 598,230 +1.3 
er 8,427,225 7,335,263 7,498,020 —11.0 + 2.2 285,666 292,411 +2.4 
oy SE 10,187,097 8,449,774 8,284,059 —18.7 —2.0 337,855 383,222 +13.4 
os 6,741,317 5,895,613 6,272,935 —7.0 + 6.4 223,466 242,773 +8.6 
EE, Bs dr eeseesede 10,126,436 9,868,678 9,824,134 —3.0 —0.5 358,116 377,253 +5.3 
SpWOmMOrt, TBs ..kciice 4,824,918 4,521,688 4,357,602 —9.7 —3.6 182,700 178,710 2.2 
eee 7.446.694 6,140,252 6,479,246 —13.0 +5.5 228,586 304,990 +33.4 
ee 2 . pecs ee 4,777,795 4,365,852 4,291,906 —10.2 —1.7 166,561 158,201 —5.0 
eer 3,132,923 3,066,884 3,141,343 +0.3 +2.4 23,798 123,052 —.6 
Detroit, Mich. .....sss 10,876,100 8,354,104 9,399,024 —13.6 +12.5 328,203 396,663 + 20.9 
8, |, Sarrrrrrs 4,874,924 4,754,301 4,862,064 —0.3 +2.3 190,050 202,314 +6.5 
scabs d ers wand 4.266.382 4,222,564 4,444,538 +4.2 + 5.3 168,756 183,218 + 8.6 
Fall River, Mass. ..... 1,695,402 1,504,543 1,562,411 —i.9 +3.8 60,802 62,880 +34 
oe eae ee 4,269,328 3,244,640 3,852,736 —9,.§8 +18.7 132,230 159,082 + 20.3 
Fort Wayne, Ind. .... 5,687,689 5,073,033 4,956,976 —12.9 —2.3 186,914 206,255 +10.3 
es. Ms. ead ehee ce8 a 3,553,627 2,677,710 2,659,317 —25.2 —0.7 94,419 101,818 +7. 
Grand Rapids, Mich. .. 5,194,464 4,103,092 4,110,142 —20.9 +0.2 175,700 185,654 +5.7 
Greenville, 8. C. ...... 3.176.435 2,898,731 3,010,211 —5.2 +3.8 135,870 126,599 —6.8 
PROUBCOM, TOR. ca ciiivanss 7,706,168 7,679,066 7,869,922 +2.1 +2.5 330,596 368,760 +11.5 
Indianapolis, Ind. ..... &,.850,870 7,430,340 7,627,408 —13.8 +2.7 314,678 357,266 +13.5 
Jacksonville, Fla. ..... 4,233,348 4,088,164 4,218,746 —O0.4 +3.2 163,226 177,870 +9.0 
Jersey City, N. J. .... 1,172,251 1,003,860 1,061,883 —9.4 + 5.8 45,270 53,776 +18.8 
Kansas City, Kans. ... 1,248,394 1,284,115 1,201,627 —3.8 —6.4 54,957 48,867 —11.1 
Knoxville, Tenn. ...... 4,731,034 4,752,916 4,990,130 +5.5 +5.0 181,860 210,196 +15.6 
Little Rock, Ark. ..... 4,462,024 4,210,998 4,254,530 —4.7 +1.0 186,872 206,192 +10.3 
Los Angeles, Cal. ..... 11,972,331 10,751,868 11,772,762 —1.7 +95 457,734 531,417 +16.1 
Louisville, Ky. ........ 7.554.052 6,723,514 6,742,089 —10.8 +0.3 275,538 298,213 + 8.2 
ee —E are 4,723,684 3,772,482 3,956,878 —16.2 + 4.9 153,944 172,214 +11.9 
Manchester, N. H. .... 1,680,014 1,740,548 1,781,856 +6.1 +2.4 66,676 72,738 +9.1 
Memphis, Tenn. ....... 5,656,800 5,262,726 5,516,980 a, 5 + 4.8 226,730 238,896 +5.4 
titMilwaukee, Wis. 8,457,654 7,095,130 6,742,859 —20.3 —5.0 275,183 293,676 +6.7 
Minneapolis, Minn. 7,122,069 6,308,702 6,438,676 —9.6 + 2.1 268,255 256,831 —4.3 
New Bedford, Mass. ... 1,595,174 1,489,740 1,450,162 —9.1 —2.7 59,374 62,160 +4.7 
New Haven, Conn. 4,507,600 4,244,674 4,308,262 —4.4 +1.5 167,678 194,712 +161 
New Orleans, La. ..... 9,408,969 8,649,067 9,020,692 —4.1 +43 362,746 368,417 +1.6 
tNew York, N. Y. ..... 32,192,859 28,305,584 28,163,639 —12.5 —O0.5 1,098,355 1,223,726 +11.4 
tBrooklyn, N. Y. ...... 3.377.430 2,442,380 1,932,528 —42.8 —20.9 72,660 81,264 +11.8 
OO ee are 4,443,880 4,324,740 4,442,004 —.1 ~2.7 192,920 189,406 —1.8 
| 3,705,909 3,427,972 3,702,573 —.1 —&.0 138,397 173,153 +25.1 
‘tOKlahoma City, Okla. 5,541,244 5,602,030 4,421,690 —20.2 —21.1 233.436 163,464 —30.0 
i” See 5.638.343 4,838,054 5,127,234 —9.1 + 6.0 189,052 191,793 +14 
Philadelphia, Pa. ..... 14,638,738 12,406,358 13,057,331 —10.8 + 5.2 537,579 946,954 +1.7 
Phoenix, Ariz. ........ 3,403,022 3,640,110 3,434,956 + 0.9 —5.6 135,044 149,044 +10.4 
££Pittsburgh, Pa. 12,478,928 9,948,834 9,614,411 —22.9 —3.4 300,034 391,258 + 30.4 
Portiand, Ore. ........ +. 780.366 5,342,224 5,870,223 +1.6 +. 233,982 230,860 —1.3 
Reading, Pa. ....... ‘ 5.160.736 4,537,697 4,683,631 —¥.3 + 3.2 163,128 202,636 +- 24.2 
Richmond, Va. ..... ; 6.183.086 5.716.172 6.110.090 a +64 242.704 268,296 +10.5 
§Rochester, N. Y. ..... 8.859.490 6,815,416 7,174,810 —19.0 +5.3 284,997 309,569 + 8.6 
Rock Island-Moline ... 4,194,558 4,044,194 3,866,874 —7.§ —4.4 153,692 158,788 +3.3 
Sacramento, Cal. ...... 4,090,317 3,663,597 3,906,938 —4.5 + 6.6 151,448 160,888 + 6.2 
| San Antonio, Tex. 3,155,618 2,903,889 3,361,726 +- 6.5 + 15.8 102,594 140,079 + 36.5 
i San Diego, Cal. 6,683,860 5,723,042 », 872,097 —132.2 + 2.¢ 255,038 277,858 + 8.9 
| Seattle, Wash. veneeees 4,843,432 4,299,020 5,231,128 +8.0 421.7 175,546 216,076 + 23.1 
| **South Bend, Ind. ... 4.565.147 3,366,365 2,557,346 —44.0 24.0 127,981 103,706 —19.0 
| §§Spokane, Wash. ..... 3,626,770 3,354,554 3,117,758 —14.0 ne 137,368 126,084 —$.2 
St. Louis, Mo. ....... . 8,358,290 8.544.505 &,589.730 —.2 ~O0.5 352,405 342.475 —2.8 
t7#St. Paul, Minn 5,864,811 5,684,425 4,952,712 —15.6 —12.% 198,310 226,432 +14.2 
Syracuse, N. Y. wee 3,713,731 5,038,423 5,718,874 +01 +13.5 225,820 216,286 —4.2 
*Tacoma, Wash. ...... 3,107,740 2,784,180 2,891,084 —7.0 + 3.8 104,580 110,320 +5.6 
ey 3.024.158 2,878,680 3,087,448 +2.1 +7.3 112,546 117,306 +4.2 
Toroto, Ont., Can. ..... § 870,508 8,438,266 7,832,683 20.7 74.2 382,029 317,934 —16.8 
Troy, N. Y. ; 2.065.042 1,935,556 2,014,490 —2.5 + 4.1 81,802 99,344 +21.4 
Tulsa, Okla. ager 4,608,430 4,227,616 4,187,862 — 5 a 143.920 165.956 + 15.3 
Washington, D. C : 17.973,364 15,981,825 15,896,408 — t 0.5 808,060 752.638 - 6.9 
| {{ Worcester, Mass . 5,811,860 5,413,547 5,023,741 —13.6 7.2 220,934 210,860 —4.6 
|} Youngstown, ©. ...... 4.407.974 3,551,664 3,491,569 —20.8 ==} .7 147.567 152.646 + 3.4 
Total 501,900,237 446,233,861 450,886,690 —=10.2 +1.0 18,144,081 19,363,576 + 6.7 


‘Akron Times-Press discontinued Aug. 28, 1938. 

*New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 
§Journal and Sunday American discontinued June &, 1937 
*Daily Ledger discontinued June 23, 1937. 

**News-Times discontinued Dec. 28, 1938. 

tiMilwaukee News discontinued Jan. 14, 1939. 

‘tOKlahoma News discontinued Feb. 24, 1939. 

*"Worcester Post discontinued Oct. 1, 1938 

§§Spokane Press discontinued March 18, 1939 

7*St. Paul Daily News discontinued April 30, 1938. 

tChicago Herald & Examiner reduced to tabloid size Sept. 1, 1938. 
ffiNo Pittsburgh evening or Sunday papers published from June 17, 1938 


June 25 


1938, due to strike. 


Butler Joins Ransom 

Edwin R. Butler has joined Ran- 
som & Ransom, Memphis agency, as 
vice-president. 


Hopkins with Agency 
Thomas R. Hopkins Jr., has J 


joined Beaumont & Hohman, 
Omaha, Neb. 


“A 


McKinney Named 
P. McKinney & Son has been 
named national representative for 
WOKO-WABY, Albany, N. Y. 
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June 26, 1939 


ADVERTISING AGE 


29 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 


“Positions Wanted,” 


as follows: 


“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 In. 
$4.75 per inch. Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


HELP WANTED 


Chicago job as cub salesman for good 
publishers’ representative wanted by 
eountry weekly editor, 27, college edu- 
cated, with some experience selling 
advertising. Iverson, More- 
head, Ky. 

EXPERIENCED COPYWRITER with 
knowledge of production, art, con- 
tact, ete., wants new connection. 

Rox 1806, ADVERTISING AGE, Chgo. 


ADVERTISING EXECUTIVE 
AVAILABLE TO 
NATIONAL ADVERTISER 


Copywriter wanted by Chicago agency. 
Woman preferred—under 30 years. 
Must be able to make finished layouts. 


Experienced in direct by mail and 
trade yaper advertising. Starting 
salary $100 monthly. 


Box 1807, ADVERTISING AGE, Chgo. 


ASSISTANT ADVERTISING MAN- 
AGER WANTED BY MANUFAC- 
TURER IN CHICAGO TERRITORY. 
Some copywriting experience essen- 
tial, also advertising production, in- 
cluding agricultural background; 
either raised on a farm or having 
studied agriculture in College. A 
good future for some young man not 
over 30. 

Box 1797, ADVERTISING AGE, Chgo. 


DESIRES location with nationally 
known manufacturer in or near Chi- 
cago. Capable of assuming complete 
charge of Advertising and Promo- 
tional activities. Would consider 
connection as assistant to present Ad- 
vertising Manager. 14 years experi- 
ence with 4A Agencies and as Adver- 
tising and Sales Promotion Manager 
of nationally known manufacturer. 
Thorough advertising background, in- 
cluding copy, publicity, market in- 
vestigation and export advertising. 
Wide range of experience in merchan- 
dising and dealer advertising. Now 
Account Executive with prominent 4A 
Agency. Age 36. 

Box 1809, ADVERTISING AGE, Chgo. 


LAYOUT MAN 


Nationally known Detroit Art 
Studio has immediate opening 
for man capable of maintain- 
ing their high layout stand- 
ards. Send samples with letter 
Stating experience and salary. 
It will be treated confiden- 
tially. 

Gray Garfield Lange, Inc., 415 
Brainard Street, Detroit, 
Michigan. 


SPECIAL SERVICES 
Take a Vacation from Engraver's 
Bills 


LOOKING AHEAD? Need young blood 
qualified by experience? Space sales- 
man, age 29, seeks better opportunity 
in Chicago selling media or as Asst. 
Adv. Mgr. manufacturer. With pres- 
ent firm 5 years. Let’s talk it over. 
Box 1805, ADVERTISING AGE, Chgo. 


Laurel's Improved Process reproduces 
direct from your copy without en- 
graving costs; does away with ex- 
pensive typesetting too!! 

Most efficient, economical, and 
effective process yet devised. Em- 
ploy this remarkable process and 
SAVE. .. 


pa 


Power men are usually engineering-minded, but attendance at the meeting of the 
Public Utilities Advertising Association showed plenty of interest in promoting 
the sale of “load,” or whatever they call that strange product they sell. H. F. 


Weeks, retiring president of the group, 


Hartzell, of East Tennessee Power, his successor. 


SERIOUS BUSINESS AT UTILITIES CONFAB 


Court Dismisses 


Borden-Busse Suit 
Over G-M Film 


New York, June 22.—Federal 
Judge Clarence O. Galsten dis- 
missed today the suit instituted over 
a year ago by Richard C. Borden 
and Alvin C. Busse against General 
Motors Corporation and Jam Handy 
Picture Service, in which the plain- 
tiffs charged infringement of their 
book, “How to Win a Sales Argu- 
ment,” by a Chevrolet advertising 
film, “Smooth Sailing.” 

In dismissing the case, Judge 
Galsten declared that there was 
similarity but no identity between 
the two. The Borden-Busse book, 
copyrighted in 1926 by Harper 
Bros., was later produced in mo- 
tion picture form. The plaintiffs 
had sought a restraining injunction 
and a judgment for damages. 

The judge decided that ““How to 
Win a Sales Argument” is a set of 
rules for selling, while “Smooth 


is seen here in a huddle with E. K. 


Utilities Pick 
E. K. Hartzell as 
New President 


Public Relations Prob- 
lems Discussed at An- 
nual Convention 


New York, June 21.—E. K. Hart- 
zell, East Tennessee Power and 
Light Company, was elected presi- | 
dent of the Public Utilities Adver- 
tising Association at its convention 
here this week. He succeeds 
Howard Weeks, Consolidated Edison 
Company of New York, who was | 
named a director. 

Other officers elected were: 


Sailing” is different in that it pre- 
sents a dramatic theme. Borden and 
Busse were both professors at New 
York University in 1926 when they 


the conclusion of the symposium 
that business leaders should widen 
the function of advertising beyond 


the sale of products, and should 
“aim at reducing costs through re- 
moving friction incidental to myths 
and misconceptions about the busi- 
ness process.” 


Should Emphasize Service 


“Institutional advertising for cor- 


porations 
how they serve the nation and their 
own locality, and should go into 
every phase of service,” Mr. Ru- 
keyser maintained. “The cumulative 
effect of presenting reliable and 
illuminating factual data, honestly 
interpreted, will help the lay pub- 
lic to understand the complicated 
processes which underlie the Amer- 
ican economy. It will be analogous 
to preventive medicine, avoiding 
the festers which inevitably spring 
from misunderstanding. 

“It is a primary job of public 


should relate factually 


| 
| 


| 


| 


| 
| 


| 


| 
| 


developed a skit which was pre- 
sented before many advertising 
groups, and later developed into the 
book and film. 


PRINTING 


“He Who Gains Time, Gains 
Everything”—or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 


First vice-president, H. J. Rowe,| relations to keep business from talk-| destination, but at what cost! 


EXPERIENCED 


SHORT RUNS NO PENALTY 
500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 


Iowa Electric Light & Power Com-| ing to itself, and it is even more| 
pany; second vice-president, A. C.| important to keep business from 


Why be so lavish of Time when 
it is the one thing about which 


ADVERTISING MAN 
AVAILABLE TO 4A AGENCY 
Thorough background of 13 years na- 
tional advertising management and 


Any size can be supplied. 
Request instructive Manual—Gratis. 
Laurel Process, 480 Canal St., N. Y. C. 


tA Agency Account Executive experi-| A trained salesman will call on re- 
ence covering a wide range of prod-|@uest in New York City and Metro- 
ucts. Capable of handling advertising | POlitan Area. Just phone WaAlker 
n its entirety, from merchandising | 5-9526. 

commendations to final placement, "kK [EOoU 
including copy and creative ideas. MISCELLANEOUS 
Nation wide field contacts with deal- 
ers and distributors. Past record will 
stand close inspection. Now employed 

Age 34. 


Box 1808, ADVERTISING AGE, Chgo. 


There are all kinds of hobbies and it 
happens that mine is trying to help 
capable men get work in the advertis- 
ing business. The men I select for 
interviews with interested parties are 


= all “top-flight” and have the finest 
PHOTO AD-CARDS recommendations. Here are three: 

BEAT THE SUMMER SLUMP 1. Marketing and merchandising 
Go after business the modern way by men with splendid backgrounds. 
sing our PHOTO AD-CARDS. Eco- Also agency experience. a, 
nomieal and very profitable to use.| 72. Magazine space salesmen with | 
Samples and prices on request. excellent record of accomplishment. | 
GRAPHIC ARTS PHOTO SERVICE,| 3. Excellent idea men with space | 
HAMILTON, OHIO. selling and agency record. | 
_ = ———— = = This is not an employment agency 

REPRESENTATIVE WANTED idea, but it just so happens that I do 
WANT A REPRESENTATIVE who/not care to have my name Known. 


nderstands that advertisers are now 
realizing that Photographs in Natu- 
| Colors make the best illustrations. 
lust be one who knows that Color 
Photography is very specialized work | 

with unlimited possibilities; one who | 

connections and is able to intro- | 

e work of merit on a straight com- 

| 

| 


ADVERTISING 
me. 
with 
Box 1804, ADVERTISING AGE, Chgo. | 


AGE will vouch for 
If interested please communicate 


ssion basis. Address: 
ADV P. O. Box 296, Yonkers, N. Y. 


Plans Winter Drive 

Olympic Knitwear, New York, Debeers Consolidated Mines, Ltd., 
are competing plans for an ex-|Kimberly, South Africa, largest dia- 
panded fall and winter campaign|mond producing company in the 
for Tish-U-Knit sweaters. Maga-| world, will begin an extensive mag- 
zines, radio, rotogravure and busi-| azine campaign in September to 
ness papers will be used. Hicks|promote the sale of diamonds in 
Advertising Agency, New York, is|this country. N. W. Ayer & Son, 
in charge, with Francis Marquis ac- | New York, has been appointed to 

int_executive. _ handle the drive. 


Jim Mangan on “CORNY ADVERTISING!” 


Of course you have heard about the famous talk at Cleveland, Ohio on May S when Jim Man- 
gan pinned back the collective ears of advertising technicians by asserting that 90% of today’s 
advertising was ‘‘corny."’ Now Jim has been put on the spot to prove what he says by 
showing his conception of what advertising design should be today. He has written the 
—— for a complete $5.00 book to be published in the fall. Experts say it will be a 
sensation— 


DESIGN: THE NEW GRAMMAR OF ADVERTISING 


You can get this book now—and without one cent extra cost by reserving the next issue of 


THE PRINTING ART de-luxe advertising magazine published quarterly—the price $2.00 for a 
single copy. The Editors of THE PRINTING ART have secured the complete manuscript with 
Mangan’s prescriptions for advertising design and the whole story will appear in the next 
issue. Get your reservation in today—you may order your copy on approval. 


THE PRINTING ART, 4660 RAVENSWOOD AVENUE, CHICAGO 


Qs 


pers commentator, told the group at 


Joy, Pacific Gas & Electric Com-| listening only to itself,’ Mr. Matson 


pany, San Francisco; third vice-| 


president, Clara Zillessen, Philadel-| must pay particular heed to the| 


said. “Instead, business should and 


| you should be most solicitous? 


phia Electric Company; secretary, opinions and needs of those who are | 


H. W. Olcott, Bozell 
Indianapolis; treasurer, T. H. Spain, | 
Public Service Electric & Gas Com- 
pany, Newark. 

Directors elected, in addition to} 
Mr. Weeks were: H. F. Metcalfe, 
West Penn Power Company, Pitts- 
burgh; Guy W. Philp, Kings County | 
Lighting Company, Brooklyn; Frank | 
Jameson, Public Service Company 
of Colorado, Denver; Kenneth Mag- | 
ers, Cincinnati Gas Company: and! 
R. G. Kenyon, Southern California | 
Edison Company, Los Angeles. 


Analyzes Busines Conditions | 


Floyd L. Carlisle, chairman of the | 
board of trustees of Consolidated | 
Edison Company of New York, got. 
the group off to an inspiring start 
by a talk in which he analyzed busi- | 
ness conditions and governmental | 
attitudes, and gave his opinion that | 
business and the country are ready | 
to get going, and that better times 
for all businesses, including utilities, | 
are in the offing. He was followed | 
by Thomas Carens, vice-president, 
Boston Edison Company, who told 
of his company’s public relations 
problems during last year’s hurri- 
cane. 

“One thing it taught us,” he said, 
“is that when you want to get a 
message to the public and hit the 
public in the eye with your story, 
there’s no substitute for paid adver- 
tising.” 

Speaking at the Tuesday after- 
noon session, Carlton K. Matson, | 
director of public relations, Libby- 
Owens-Ford Glass Company, To-| 
ledo, warned that business must! 
“quit betting on a_ conservative) 
counter-revolution” in _ politics in| 
1940, and urged that business men 
take the lead in a coordinated effort | 
to preserve our “responsible and 
responsive democracy in the fine 
tradition of this country.” 

The session ended with an enter- 
taining talk by Al Joy, Pacific Gas 
& Electric Company, San Francisco. 

M. S. Rukeyser, Hearst Newspa- 


of the politico-economic scene.” 

One of the features of the meet- 
ing was the announcement of win- 
ners among utility companies in 
various merchandising  classifica- 
tions. A complete listing of awards 
will appear in next week's issue of 
ADVERTISING AGE. 


Circulation Men 
Study Principles 
of Salesmanship 


Indianapolis, June 21.—Continu- 
ous surveys that would enable 
editors to build the type of news- 
paper which editorially would pos- 
sess maximum appeal and thus 
simplify the circulation manager’s 
task were recommended to the In- 
ternational Circulation Managers’ 
Association here today by George 
Gallup, director, American Institute 
of Public Opinion. 


Another feature of the conven- | 


tion at the Claypool Hotel was a2 
cross - examination of Indianapolis 
Star carriers, which took the place 
of the time-honored demonstration, 
delving deeper into principles of 
salesmanship. 

Jack Estes, Dallas News, presi- 
dent of the association, presented 
Howard W. Stodghill, publisher, At- 
lanta Georgian and Sunday Ameri- 
can, with a life membe:ship in the 
association in recognition of his 
long service both in behalf of the 
organization and of the carrier boys. 


To Air Louis Fight 
for Schick Razor 


The June 28 heavyweight cham- 
pionship fight between Joe Louis 


Why have your printing contin- 


& Jacobs, able to obtain a more detached view | ually detoured—one place for 


engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-1 
service. Phone Wabash 7820. 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


and Tony Galento will be broad-| Cc 0 R P o R AT I Oo <_ 


cast over a nationwide NBC Blue 
network under sponsorship of Maga- 
zine Repeating Razor Company to 
promote the Schick Injector razor. 


J. M. Mathes, New York, is the) 


agency. 


| Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


| DAY AND NIGHT SERVICE 
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June 26, 1939 


ADVERTISING AGE 


LOCAL ITEM: 


FIRE DESTROYS *4,000,000 
GRAIN ELEVATOR 


Twelve hours after the Chicago Tribune color 
photographer had taken shots of Chicago’s 
$4,000,000 grain elevator fire on May 11, 
Tribune presses were turning out the May 12 
issue containing a page-wide reproduction in 
color of the blaze at its height. 

It was the first time any daily newspaper ever 
reproduced a natural color photo of an event 
in the same editions in which the event figured 
as spot news. 

All readers in Chicago and suburbs had the 
picture in their Tribune that morning. It ap- 
peared in more than two-thirds of the total daily 
circulation. 


* * . 


NATIONAL ITEM: 


SUB SINKS WITH 
99 ABOARD 


The Chicago Tribune of May 24, which carried 
the news of the sinking of the submarine Squalus 
with 59 men aboard, presented picture diagrams 
showing details of the craft and making piain 
the operation of the navy’s new diving bell, 
with which a submarine rescue was to be at- 
tempted for the first time. 

Because of the accuracy with which these 
drawings, made 1,000 miles away from the 
scene of the disaster, illustrated the chief news 
interest of the hour, the Associated Press re- 
quested permission to wirephoto them to sub- 
scribing newspapers throughout the country. 

As a result, one or more of the Chicago 
‘Tribune’s diagrams were used by the New York 
News, the Philadelphia Public Ledger, the Phila- 
delphia Bulletin, the Baltimore Sun, the Los 
Angeles Times, the Detroit News, the Denver 
Post, the Atlanta Journal, the Cleveland News, 
the Des Moines Register and Tribune, the 


Houston Chronicle, the Washington Star, the 
Boston Post, the Minneapolis Tribune and more 
than 300 other newspapers throughout America. 


* * * 


INTERNATIONAL ITEM: 


GERMANY, ITALY SIGN 
10-YEAR PACT 


On Monday, May 22, Foreign Ministers Col. 
Joachim von Ribbentrop and Count Galeazzo 
Ciano signed a 10-year offensive and defensive 
alliance between Germany and Italy. 

Hours before either had put pen to paper, 
however, Tribune readers saw in the issue of 
May 22 the complete details of the pact, ob- 
tained in advance by Sigrid Schultz, chief of the 
Chicago Tribune Berlin Bureau—a clean-cut 
scoop available only in the Tribune and news- 
papers subscribing to the Chicago Tribune Press 
Service. 


* * * 


WASHINGTON ITEM: 


KING MEETS 
PRESIDENT 


Three new records in the production of a daily 
newspaper were established by the Chicago 
Tribune with its issue of June 9. 

On that date, reproductions of natural color 
photos showing President Roosevelt welcoming 
King George VI. in Washington on June 8 were 
printed in more than two-thirds of the Tribune 
total daily circulation. 

Thirteen hours after a Tribune photographer 
had recorded the ceremonies in Washington 
with the natural color camera, ‘Tribune presses 
more than 700 miles distant were turning out 
the June 9 issue containing page-wide repro- 
ductions of the scene in color. 

It was the first time any daily newspaper de- 
livered to readers a photo record of a far- 
distant event in the same editions in which the 
event figured as spot news. 


Average net paid total circulation during the official six-month period ended March 31, 1939: Daily, 903,922 — Sunday, 1,134,019 


— 


It was the first time Associated Press Wire- 
photo facilities were utilized by any daily news- 
paper to present a spot news photo in color. 

It was the first time any daily newspaper “‘re- 
plated” color between editions of the same issue, 
i. e., substituted color plates of one photo for 
entirely new color plates of another photo. 

For early editions the Tribune made engrav- 
ings of a photo transmitted from Washington 
to Chicago over Associated Press Wirephoto, 
Meanwhile, the Tribune plane had left Washing- 
ton with another set of color camera negatives, 
Striving for perfection in its color work, the 
Tribune made new engravings of the picture 
brought by plane and substituted them for the 
earlier engravings of the picture sent by wire. 


* * * 


on THESE are a few recent examples of the 

editorial enterprise which makes each fresh 
contact with the Chicago Tribune an exciting ex- 
perience in the daily lives of a majority of all the 
families in metropolitan Chicago—which has built 
for the Tribune a total circulation of more than 
900,000 on week-days and in excess of 1,000,000 
on Sunday. 

The newspaper which best serves its readers 
produces the best returns for advertisers. 

Month after month, year after year, the vital 
character of the Chicago Tribune attracts new 
thousands of families who turn to this newspaper 
for news, help and entertainment. 

Gains in Tribune net paid daily circulation dur- 
ing the past twelve months have been: 


Gain over Gain over 

in Total Circulation = Mouse Geulation Sn previous 
year year 

eee 10,000 ee 4,000 
Pe WE ks bsseusan 13,000 Pere 5,000 
Ragest, 1638........ 13,000 August, 1938........ 6,000 
September, 1938 ..... 47,000 September, 1938 ..... 34,000 
October, 1938 ....... 44,000 October, 1938 ...... . 31,000 
November, 1938...... 46,000 November, 1938...... 29,000 
December, 1938...... 36,000 December, 1938...... 30,000 
January, 1638 .. 2... 50,000 January, 1939 ....... 35,000 
February, 1939....... 46,000 February, 1939....... 33,000 
March, 1030 ........ 51,000 March, 1638 ........ 37,000 
4 ae 56,000 eee 42,000 
| ae 58,000 4 eer 45,000 


Every day of the week, the Tribune reaches more 
than 725,000 families right in Chicago and sub- 
urbs — practically as many metropolitan Chicago 
families as are reached by any two other Chicago 
newspapers combined. 

Every day this audience reassembles in voluntary 
session to get the news of the day, guidance in 
personal affairs, information about fashions and 
finance, beauty and homemaking—and buying ideas. 

As a result, through the Tribune an advertiser 
can reach Chicago's largest constant audience in 
the most favorable circumstances for selling—4 
fact demonstrated by the sales records of retailers 
and manufacturers. 

Chicago retailers, because the results warrant it, 
place far more advertising in the Tribune than io 
any other Chicago newspaper. General advertisers 
likewise make the Tribune the mainstay of theif 
sales efforts in this market. 

No matter what you sell... or to whom you sel! 
... you can sell more in Chicago by building your 
advertising program around the Tribune. Rates 
per 100,000 circulation are among the lowest if 
America. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


> ij Serving Chicago for Se YEARS | 
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‘| PHOTOGRAPHIC 
_| REVIEW OF 
THE WEEK 


SOUNDS KEYNOTE AT LUNCHEON 


i 
fy 


Random shots taken at the SNPA meeting in Old Point 
Comfort, Va.: Top—Walter Johnson, new SNPA manager; 
G. H. Gunst, Katz Agency; Adolph S. Ochs, newly elected 
SNPA president and publisher, Chattanooga Times; John 
F. Tims, New Orleans Times-Picayune; J. |. Meyerson, 
Oklahoman and Times; A. F. Murray, Times-Picayune; 
Capt. Enoch Brown, Memphis Commercial Appeal; 
Cranston Williams, new ANPA general manager; C. P. 
Manship, Louisiana State Times: J. M. Elliott, Jackson- 
ville Times Union; Truman Green, Tampa Tribune; John L. 
Davis, Mergenthaler Linotype Company. At the left is © 


At AFA luncheon speakers’ table (left to right)—Henry T. Ewald, president, 
Campbell-Ewald Company, Senator Arthur Capper, of Kansas; Mason Britton, 
McGraw-Hill; and Paul W. Garrett, General Motors, who gave the keynote speech. 


E. K. Gaylord, Oklahoman and Times; and right, Ted | 
Dealey, Dallas News. ‘oe 


WITH THE ADVERTISING AGE CAMERA HERE AND THERE AT THE BIG SHOW 


C. H. Coombs, Meredith Publishing Company; Paul Baugh, Blaker 
sented at the table in the Carpenter suite at the Waldorf as the AFA 
directors hold their annual convention luncheon. In the picture at left 
are seen George Slocum, Automotive News, and retiring president, 
AFA; May O. Vander Pyl, president, Advertising Letter Service, Detroit, 
and secretary of the federation; and J. S. Roberts, advertising manager, 


C. H. Coombs, Meredith Publishing Company; Paul Baugh, Blaker 


Advertising Agency; G. D. Crain, Jr., publisher, Advertising Age: and 


J. M. Rodger, McGraw-Hill Publishing Company. 


i, ag tae ¥ 
i <4 ri i, da we 
oa ee * 


Retail Credit Company, Atlanta. Others attending the luncheon were: 
(Center) George Kleiser, president, Foster & Kleiser Company; John 
Benson, president, American Association of Advertising Agencies; and 
Edgar Kobak, vice-president, Lord & Thomas, and chairman, finance com- 
mittee, AFA. The multitudinous problems facing AFA directors were 
tackled by these and other directors immediately after the luncheon. 


Tom A. Burke, Advertising Club of New York; Robert Haag, Robert 
Haag, Inc., New York; John Swenehart, Atlas Powder Company, Wil- 
mington, Del.; and Frank J. Reynolds, Albert Frank-Guenther Law. 


so : 4 Ls Pf. 


(Right) William H. Hodge, utilities consultant, Chicago; Gilbert T. 

Hodges, member, executive board, New York Sun; Daniel Tuthill, acting 

managing director, artists’ service, National Broadcasting Company; 

Norman Rose, advertising director, Christian Science Monitor, and 

new AFA president, and Joseph H. Appel, member of the board, John 
Wanamaker, New York and Philadelphia. 


Stanley Ferger, Cincinnati Enquirer; J. P. Walters, Electric Light & 
Power Company, Cedar Rapids, la.; C. W. Chiles, Central Illinois 
Public Service Company, Springfield, Ill.; and H. J. Rowe, lowa Hectric. 


Caught in the Court of Peace at the Fair, waiting for the big Father's 
Day show to go on is this group of AFA members, including A. C. 
Mullen, Dayton Journal and Herald (second from left): Harvey R. 
Young, Columbus Dispatch: and Edwin S. Friendly, New York Sun. 


7 
. 


(Center) The international flavor of the convention is enhanced by the 

presence of Peter A. Menzies, past president of the Glasgow Publicity 

Club, who takes his place in the reserved section on the platform, as 
the representative of Scotland's advertising men. 


(Right) Bruce Barton, Congressman from New York and new president 

of Batten, Barton, Durstine & Osborn, is greeted by Harris Kirk, radio 

producer, New York World's Fair. Congressman Barton shared the 
opening day's speaking honors with Sir William Crawford. 


SOUTHERN NEWSPAPER PUBLISHERS AT ANNUAL CONCLAVE | 
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Celestial illustration by J. F. Horrabin, reproduced from 
“Mathematics for the Million”, by Lancelot Hogben,F.R.S., 
by permission of the publishers, W. W. Norton & Co., Inc. 


SUMMER SOLSTICE 
HAS COME AND GONE! 


The days get shorter 
from now on! A 
Winter is on the way! = |S 
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THE GREATEST RUNNING START” 
UMBIA'S HISTORY! 


IN COL 


CBS SUMMER 1939 ADVERTISERS 
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AMERICAN HOME PRODUCTS 
AMERICAN OIL 
AMERICAN TOBACCO 
BENEFICIAL MGT 
BOWEYS INC 

BROWN & WILLIAMSON 
CAMPANA CORP 
CAMPBELL SOUP 
CHRYSLER SALES CORP 
COLGATE-PALMOLIVE-PEET 
CONTINENTAL BAKING 
CUDAHY PACKING 
DUART MFG. CO 

ETHYL GASOLINE 
EUCLID CANDY 

FORD MOTOR 

GENERAL FOODS 
GRIFFIN MFG 

GULF REFINING 
HAWAIIAN PINEAPPLE 

G. A. HORMEL 
HOUSEHOLD FINANCE 
INTERNATIONAL CELLUCOTTON 
KNOX GELATINE 

LADY ESTHER 

LAMBERT 

LEVER BROS 

LIGGETT & MYERS 
PHILIP MORRIS 

NEHI INC 

OLD TRUSTY DOG FOOD 
PET MILK SALES CORP 
PROCTER & GAMBLE 
PRUDENTIAL INSURANCE 
PURE OIL CO 

R. J. REYNOLDS 

RIO GRANDE OIL CO 

8 & W FINE FOODS 
SEALTEST. INC 
STERLING PRODUCTS 

U_ 8. RUBBER PRODUCTS 
U. 8. TOBACCO CO 
JOHN H WOODBURY 
WILLIAM WRIGLEY JR 


Each star ( ®) represents one summer on CBS 


The first five months of 1939 broke all previous records for CBS 


volume of advertising! 


The month of May was the biggest single month in CBS history; 


bigger than any competing network’s. 


And this summer CBS clients will use over 60% more CBS facil- 


ities than last year! 


That’s a “running start” into the Fall and Winter which means something! 
For Summer as it concerns Winter is important in radio. Summer habits of 
listening ease into Winter habits without a break! And this Summer, people 
are increasing their habit of listening to Columbia stations to a greater degree 


than ever before in Columbia’s brilliant history! 


COLUMBIA BROADCASTING SYSTEM 


THE WORLD’S LARGEST RADIO NETWORK 
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